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I Abstract 
Keywords: Media asset management (MAM), maturity models, business process 
management (BPM), performance measurement, performance improvement, mixed 
methods research. 
Media asset management (MAM) is a key factor in efficient and effective marketing 
processes, which is why the market for media asset management is expected to grow 
tremendously in the future. In the meantime, best-in-class companies have centralised 
their access to all digital media assets to assure that all process members are able to 
benefit from media assets they are authorised to use. Modern information technology 
(IT) systems support the lifecycle of media assets. Marketing often entails performing a 
number of repetitive activities, thus forcing companies in this field to further increase 
their focus on business process management (BPM). The large amount of digital media 
files produced for all forms of communication can be traced back inter alia to the 
enormous relevance of social media. Media asset management systems (MAMSs) help 
organise and optimise media logistics, thereby yielding a very quick return on 
investment (ROI). As MAM is a relatively new topic, performance measurement 
systems in this area are underrepresented. 
Maturity models are used to measure, assess and optimise processes. They have high 
practical relevance. Over 100 different maturity models currently exist. They are used to 
compare best practices against real processes, to identify strengths and weaknesses as 
well as potential for optimisation and to provide advice on further steps. The research 
presented here develops and verifies a Media Asset Management Maturity Model 
(MAM3) and is therefore situated directly at the interface between MAM and maturity 
models. Hence, the MAM3 closes the gap described above. 
The model was developed and verified in a mixed methods approach. Initially it was 
built on basis of a broad literature review. Afterwards it was discussed with several 
experts with experience in the adjacent areas. Experts involved came from a software 
vendor, from large, globally operating companies that have used MAMSs for a long 
time, from consulting companies (inter alia top 5) or had an academic background. This 
procedure assured that the most relevant perceptions were considered. Changes based 
on this stage were later components of an in-depth quality assurance interview 
I 
(triangulation). Ultimately, the final model was tested in a quantitative survey with 
customers of a leading software vendor of MAMSs in Gennany. 
One outcome was that all maturity categories established are positively related to 
perfonnance in the area of media asset management. Furthermore the Media Asset 
Management Maturity Model has a high impact on management practice. Relevant 
variables that contribute to higher performance in the media asset management 
environment are decrypted and patterns are identified. The model offers the ability to 
guide managers through this complex topic and is a helpful instrument in the area of 
MAM. With a broader adoption in the future and the establishment of industry sector-
and size-specific benchmarks, the benefits of using this tool will increase even more. 
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1 Introduction 
This thesis develops and verifies a maturity model for media asset management in a 
mixed methods approach. Therefore, the relevant literature is reviewed first. Several 
concepts such as business process management and enterprise content management 
affecting media asset management are analysed. In addition, there is a broad overview 
of maturity models with relevance for the topic and an introduction to performance 
measurement and improvement, which is the key aim of the application of maturity 
models. 
The thesis constructs a specialised maturity model based on the findings of the 
literature. Consequently, the categories, variables and levels used in existing maturity 
models are categorised, discussed and evaluated. Primary data for the research was 
collected in three stages. In the first stage, several experts with different focuses and 
backgrounds were interviewed regarding the conclusiveness and completeness of the 
model. Their input was analysed and incorporated into the model to strengthen its 
predictions. Changes to the model were later triangulated in a one-to-one interview. In 
the next step, a quantitative analysis with users of a media asset management system 
(MAMS) was executed. Several hypotheses have been shaped and tested to find out 
which categories (independent variables) in fact are positively related to performance 
(dependent variable) in the area of media asset management. The final Media Asset 
Management Maturity Model (MAM3) and the limitations and starting points for 
further research are presented based on these results. 
This opening chapter explains the background of the research project and demonstrates 
why this research helps to professionalise management practice in the area of media 
asset management. It also presents the logical structure of the thesis while creating a 
framework for the following chapters. 
1.1 The changing requirements of marketing 
In his article, "The process of change in marketing", Chan (2010) discusses the "shift 
from a traditional marketing approach to customer targeted marketing". He explains 
that, more and more, customer expectations are rising and the four Ps (product, place, 
price, and promotion) defined by Kotler et al. (1999) are unable to provide a structure 
for today's marketing strategies. The interaction with customers plays an essential role, 
making it necessary to be able to deliver bespoke marketing campaigns to customers, 
thus making it necessary to establish a structured data gathering process to determine 
customer needs and interpret customer behaviour. Companies must use individual 
marketing material to fulfil these needs. The use of modern information technology 
systems to handle this process is a must. Looking at Chan's work from the standpoint of 
this research project (media asset management), it becomes clear that media asset 
management systems (MAMSs) could be an integral part of the shift from a traditional 
marketing approach to customer targeted marketing. 
The relevance of IT systems, especially MAMSs, is discussed by Frey et al. (2005:3). 
They claim that "DAM is an integral organisational component that companies must 
adopt if they are to compete in the marketplace". The view presented in this paper is 
that the changing requirements of marketing can no longer be solved without the use of 
modern IT systems. 
By now companies of all sizes and industrial sectors have realised that sustainable 
competitive advantage is directly linked to the quality and performance of their 
processes and their ability to react very quickly to customer requirements and shifting 
markets. Marketing processes are rarely considered here as they are often deemed to be 
more creative, thus exhibiting less potential for optimisation and streamlining. Various 
IT systems, including media asset management systems (MAMSs) among others, 
already play a crucial role here and it is thought that they will become an indispensable 
instrument in tomorrow's marketing. 
Vaske (2007) explains in an article based on research from McKinsey how the internet 
and web 2.0 have led to a dramatic change in marketing. He points out that Chief 
Marketing Officers (CMOs) are expected to work on multiple major projects 
simultaneously. The number of points of sale and points of service is rising. The 
appearance of new media is another major task, and increasingly fragmented customer 
segments must be handled. These framework conditions also have an impact on many 
other departments, including sales, corporate management and product design. The 
underlying study from McKinsey identifies the following challenges for marketing 
officers in the future. Customers used to buying online differ from traditional 
customers, so companies must adapt their business models accordingly. Marketing 
departments require proper training in the use of relevant blogs, chat rooms and social 
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medi a forums. Clearl y defined processes help handle and reduce the complex ity brought 
about th rough internationali sation and globali sation. And several new marketing skills 
must be established, including the ability to handle user-generated content and execute 
brand management strategies via myri ad communication channels. 
Figure 1 shows the impact of the web, especially in adverti sing. In the 1980s onl y a few 
channels were involved. In today's marketing world , the number of important output 
channels that need to be served is growing (Klonblog, 20 10). The relevance of these 
new channels, e.g. social media portals, is well accepted and companies of all sizes are 
attempting to incorporate them into their future communications strategies. 
Figure I: Advertising in the 1980s and In 2009 (Klonblog, 20] 0) 
The marketing agency Scholz and Friend (20 I 0) shows the "Dramatic hift in 
marketing reality". Formerl y there have been only a few brand with clear US Ps, and 
their word of mouth was characteri sed by one-to-one communication. Mas media like 
television or newspapers dominated the adverti sing landscape. Hence, in 1965 it wa 
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possible to achieve 80% coverage with just three television commercials. Customers 
were easy to reach and to manipulate through wel1-accepted advertising and sender-
receiver monologues. It was easy for brands to create their fans. Since the 1980s, the 
surrounding conditions have changed dramatically: mobility, individualism, internet, 
convergence and media explosion are only some keywords that describe these 1arge-
scale changes. Customers feel a sensory and mental overload. 65% of them even feel 
continuously bombarded with advertisements. In addition, more and more brands are 
becoming exchangeable (Germany 2008: 600,000 brands, flop rate: 70%), making the 
choice for customers even more complicated. With the appearance of social media 
platforms where word of mouth is now many-to-many, recommendation marketing is 
gaining importance. On the other hand, companies are also facing growing advertising 
rejection and brand scepticism. So it is becoming essential to avoid platitudes and 
instead say something of import. The point argued here is that it is becoming even more 
challenging for companies to address these changing conditions. The need to serve more 
and more channels and social media portals means rethinking marketing processes. 
"The Dawn of Lean Marketing" is an article written by Dewell (2007:23). He calls for 
the same lean principles in marketing as those already familiar from production 
processes in the early 1990s. It is therefore necessary to obtain a more holistic view of 
the marketing function. Lean marketing is, according to him, "a systematic Continuous 
Improvement Process that will eliminate waste and inefficient processes, speed up 
production cycles and increase the professionalism of the people in every aspect of 
marketing" (Dewell, 2007:24). A consequence of this is the need to use modem IT 
systems as media asset management systems to support these efforts. Until now, 
"marketing appears currently to be untouched and is referred to in most presentations as 
the last bastion of manual work within the enterprise" (DeweIl, 2007:26). 
1.2 Object of the investigation 
This research is located at the interface between business process management, media 
asset management and maturity models. Business process management is a key task for 
the future. Media asset management systems help to organise and to optimise business 
processes. Media content is therefore stored in one central repository and described 
using metadata. This enables companies to simplify marketing processes and to 
automate recurring activities. Maturity models help companies gain an idea of the 
current status of a specific topic and recommend further procedures. 
4 
Business 
process 
Figure 2: Ohject of Investigation (source: the author) 
1.3 Justification of the research 
3 Maturity 
models 
Almost every company produces expensive media assets (photographs, films, etc.) 
without concepts for "life-long" and "in-time" utilisation (Contentmanager, 2007). A 
growing number of companies must find a way to effectively manage this challenge 
(Frey et al., 2005). 
The literature review made it clear that instruments which help measure the current 
status of business processes on the one hand and on the other hand give a clear 
guideline for future steps are becoming more and more important in today's 
management practice. Maturity models are well accepted in our business world and 
achieve precisely these two goals. Especially in a very young topic such as media asset 
management, the focus is traditionally on the technical aspects and less emphasis is 
placed on organisational skills. This makes it difficult to properly align interesting 
process optimisation projects that are often located at the interface between technology 
and traditional business. 
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Maturity models have been developed for many disciplines. They are widely used by 
companies of all sizes. In the case of media asset management a specialised maturity 
model does not exist. This is very surprising because there is a huge body of knowledge 
about media asset management and the relevance of media asset management is 
outlined by many authors (Frey et aI., 2005; van Niekerk, 2007; Sawarkar, 200]; 
Michiels, 2008; Moon, 2007; ABI, 2008; Gartner, 2008, Wintergreen, 2008). This 
research develops a specialised Media Asset Management Maturity Model which aims 
to add organisational and methodological competence to often already existing IT 
competence and professionalism. With the knowledge that process changes and the 
introduction of new software often fail due to missing organisational and 
methodological competence it is necessary to offer a guideline for further steps along 
with the possibility to measure the current status. Furthermore, media asset management 
is a key factor for efficient and effective marketing processes and a relatively new topic 
with predominant practitioner literature and only minor scientific consolidated findings 
about activities in this area were accessible. Another important point that underpins the 
importance of the research is that the market for media asset management is expected to 
grow tremendously over the next few years (ABI, 2008; Gartner, 2008, Wintergreen, 
2008). 
1.4 Structure of the research 
Chapter 1 presents the basic background on the topic of media asset management. The 
necessity of the research is justified and the changing requirements of marketing are 
explained. The economic situation is also described and the relevance of media asset 
management for the future is presented. 
In the literature review part (chapter 2), the relevant concepts are presented in more 
detail. After a short introduction, the concept of business process management is 
analysed. The terms are discussed by examining several different definitions. Common 
characteristics are worked out and brought together. Moreover historical perspectives of 
these concepts are demonstrated. Functions, goals, and risks are outlined. Afterwards 
the topic of media asset management is discussed. Several definitions are presented and 
the relevance for today's business world is introduced. The history and the functions of 
media asset management are explained. The approach and the range of use are 
presented. Finally benefits and competitive advantages gained through media asset 
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management and the usefulness of IT systems in general are presented before trends in 
the area of media asset management are shown. 
The literature review continues with an introduction to the topic of maturity models and 
their area of application. Several maturity models with relevance for media asset 
management are explained. Moreover the state of the scientific knowledge about the 
development of maturity models and a specialised procedure for the development of 
maturity models are presented. 
As maturity models are used to measure performance and to show rules for performance 
improvement in a special area, the next section of the literature review introduces the 
existing body of knowledge on performance measurement and performance 
improvement. Finally the findings of the literature analyses are presented. The literature 
gap is shown, several research questions are formulated and the aims and objectives of 
the research project are outlined. 
The methodology part of the thesis (chapter 3) starts with an overview of the 
background of the researcher and an introduction to several existing research 
paradigms. The research design is explained based on this information. The differences 
between qua1itative research, quantitative research and mixed methods research are 
outlined and the justification for the selection of a mixed methods approach in this 
project is given. Building on this, this chapter also describes the steps involved in this 
research. Step one: using the literature to evaluate a primary model for media asset 
management. Step two: the realisation of an expert panel in a qualitative approach. Step 
three: triangulation of the findings from the expert panel. Finally: explanation of the 
survey carried out with users of media asset management systems to test hypotheses on 
whether the defined categories and variables are positively related to performance. The 
sampling procedure, data collection and, data analysis are explained and information is 
provided regarding their validity and reliability. 
Chapter 4 develops the primary Media Asset Management Maturity Model (MAM3). It 
also examines relevant variables found in the literature (in books, articles, consulting 
documents and in existing maturity models) and sheds light on whether they are 
necessary and relevant for a Media Asset Management Maturity Model. Variables that 
are found to be important are discussed, extracted and put together in several categories. 
The chapter also explains maturity levels found in the different maturity models while 
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presenting and justifying an appropriate system of levels. In addition, an explanation for 
every variable in every level is provided. 
The expert panel (chapter 5) presents the findings and discussion about this stage of the 
project. Several new ideas and suggestions for the MAM3 arose out of this stage. 
Chapter 6, in which the one-to-one expert interview triangulates the results described 
above, follows the same structure. The results of the statistical analyses are reported in 
chapter 7 ("The survey"). Finally, chapter 8 (final thoughts) answers the research 
questions, explains implications for further research and practice and presents the 
limitations of this project. 
1.5 Economic situation 
The investigation started in January 2009, when the effects of the global financial crisis 
on the world's economies remained unknown. Companies of all sizes in every sector 
were impacted. Investments were frozen and the need to think about performance 
improvement was omnipresent. This has been compounded by the dramatic changes the 
economy has undergone during the past few years. There were several reasons driving 
companies to find ways to improve process performance, especially in marketing. 
1.6 l\1edia asset management on the rise 
There are several market studies and surveys concerning media asset management that 
substantiate the relevance of this subject (ABI, 2008; Gartner, 2008; Wintergreen, 
2008). Large consulting companies such as Forrester, Aberdeen and Gartner, and 
smaIler specialised companies such as Gistics, Wintergreen and GSAM are focusing on 
this topic, thus providing an indication of its relevance for the future. Due to limited 
access some of these documents were not accessible for this research project. 
Michiels (2008) published a study about MAM that investigated 187 companies and 
how they capture, store and manage digital content in their marketing departments. The 
focus was on the question of how "Best-in-class companies maximize the strategic 
value of digital assets through technology and organization capabilities" (Michiels, 
2008:2). Three performance criteria were consulted to distinguish best-in-class 
organisations' return on marketing investment (ROM I), improvement of brand 
effectiveness and reduced time to market. 
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The results were clear. The main common characteristics showed that the majority of 
the best-in-class companies have centralised their access to an digital media assets 
(Kretzschmar and Dreyer, 2004; van Niekerk, 2007; Michiels, 2008) in order to assure 
that an process members are able to participate from media assets they are authorised to 
use. In addition, they have implemented an IT system that supports the lifecycle of their 
media assets. Furthermore. they have standardised procedures to identify the most 
valuable media assets and the modality of application. Leading companies likewise 
provide a much larger circle of users with access to their MAMS. Marketing and sales 
departments in particular now work practicany exclusively with these systems. A 
clearly defined, large user circle can therefore contribute tremendously to continued 
success in a MAM environment (Michiels, 2008; van Niekerk, 2007; Kretzschmar and 
Dreyer, 2004; Worthy, 2007; Frey et al., 2005). 
Moon (2007:6) points out that "management should consider any digital file (or 
digitalized image) that a field-marketing executive would appreciate seeing or using as 
a good candidate for storing in an asset repository". Through analysis and comparison 
of several different cases in larger companies (manual and automated with a MAMS), 
he highlights the enormous potential of MAMSs. This could dramatically reduce labour 
hours, labour costs and material costs. A detailed calculation on savings for approvals of 
commercials, publishing of images, rights management for video footage and 
distribution of media kits worldwide is also presented. 
Another approach is offered by Francis (2005) interviewing 26 DAM executives about 
market trends and future product directions. MAMSs are thus receiving more and more 
attention in the effort to help companies optimise processes and repurpose media assets 
rather than merely col1ecting and storing them. Future requirements include 
harmonisation and integration with adjacent systems (web-to-print, product information 
management, CRM and so on) (RieB, 2009; Jansen and Riemersma, 2007; Tyl1a, 2009; 
Francis, 2005; zur Muehlen and Ho, 2006; Frey et al., 2005; Smith and Fingar, 2003). 
The creation and support of an "end-to-end workflow" is paramount (Chagoya, 2007; 
Frey et al., 2005; zur Muehlen and Ho, 2006; Leland, 2000; Chagoya, 2010; Liles, 
2007). Customers demand flexible, modular technologies that help represent their own 
business models. This is very similar to software tools for logistics, especial1y for 
supply chain management. Logistics departments are areas of companies that are not as 
strictly regulated as the financial departments, for instance. Hence, this area provides 
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organisations with better opportunities to differentiate themselves from the competition. 
And these possibilities for differentiation are likewise present in the area of media 
logistics through the adoption of MAM. Even Francis (2005:9) points out that "DAM is 
being seen more strategically, not just as a repository for content, and there is increased 
focus on the strategic value vs. cost savings or budget alone". 
The perspective presented here is that although the authors of these different studies 
follow unique approaches it is obvious that companies highly value MAM and the use 
of MAMSs. This appreciation will increase even further with progressive integration 
into other IT systems and the possibility for even more employees to access their central 
media database. 
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2 Literature "review 
The literature review plays a vital role in every research project (Hart, 2006). The 
review presented here ensures that the research matches the research questions, is based 
upon clear objectives, has a strong theoretical framework, uses standardised procedures 
as well as an objective approach and could be generalised if necessary (Gilbert, 2007). 
2.1 Introduction 
The literature review is the starting point for every research project. The terms of 
research and how the researcher employs them must be clear. The researcher should 
understand and review the state of the scientific knowledge in an unbiased way (Ghauri 
and Gronhaug, 2005). 
Three key points can be taken from the literature review that follows: First, it outlines 
the gap in the available literature. Second, it establishes several research questions as 
well as the aims and objectives of the research project. Third, it discusses the relevant 
indicators and measures for the Media Asset Management Maturity Model (variables, 
categories and levels). 
Therefore, the literature review starts with a brief description of the topic of business 
process management, its history and its relevance for today's business and of the 
experiences gained by companies that rely on it. Business process management is thus 
in this context the glue that holds the research framework together. Chapter three covers 
media asset management, the correlating definitions, basic conditions, functions, 
benefits and trends. In addition there is a review of the issue of enterprise content 
management (ECM), as ECM is often seen as a much wider and more comprehensive 
approach than MAM and therefore delivers several concepts and ideas that are relevant 
for MAM as well. Consequently, an overview of maturity models, their acceptance, 
their evolution and similarities and their ability to measure performance improvement of 
processes - especially marketing processes - is also presented. Performance 
measurement and improvement are described and reviewed with the objective of 
creating a specialised maturity model for media asset management activities optimised 
for analysing media asset management performance. 
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The aim of this approach is to guide the reader from a holistic view to a more detailed 
observation of the special terms and functions that are relevant for the development of a 
Media Asset Management Maturity Model. 
2.2 Business process management 
This part of the literature review introduces the theoretical and practical approaches of 
business process management. It therefore defines the terminology and presents a 
classification scheme. 
2.2.1 Introduction 
As media asset management is a philosophy dealing with sustainable and radical 
changes (Davey, 2011 a) to the publication of media assets that impact the performance 
of business processes in marketing, it is necessary to take a look at the overarching 
framework of business process management, which has been "identified as the number 
one business priority by a recent Gartner study" (Rosemann and de Bruin, 2005: 1). 
Jeston and Nelis (2008) endorse that statement and refer to its roots, which were the 
concepts of total quality management in the 1980s, fol1owed by the next approach of 
business process reengineering (in the late 1990s). Now BPM is the "Third Wave" as 
coined by Smith and Fingar (2003). Proponents of business process management give 
several reasons why this newer approach could have a better future than approaches 
from the past, including better technology, a more robust methodology and increased 
simplicity. However there are some critical voices against these inscrutable points as 
well (Jeston and Nelis, 2008). Other organisational methods connected with BPM are 
business excel1ence, lean management, change management and Six Sigma (Bartonitz, 
2008). Huberts and Petten (2008:3) write about trends in business process management 
and point out that companies have realised that the topic is very relevant "as it helps 
them with critical business goals such as cost efficiency, compliance, customer retention 
and length of service and production time". 
2.2.2 Definitions 
"A process is an approach for converting inputs into outputs. It is the way in which all 
the resources of an organization are used in a reliable, repeatable and consistent way to 
achieve its goals" (Zairi, 1997:64). The key elements of a process are, according to this 
(Zairi, 1997:64 referring to Bul1etpoint, 1996): predictable and definable inputs, a 
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linear, logical sequence or flow, a set of clearly definable tasks or activities and a 
predictable and desired outcome or result. 
Burlton (2009:3) provides a good overview of the tenn business process. He claims that 
a business process: 
1. Is triggered by an external event involving a stakeholder 
2. Comprises all the actions necessary to provide the appropriate business 
outcomes in response to the triggering business events 
3. Transfonns inputs of all types into outputs, according to guidance (policies, 
standards, procedures, rules and so on), employing reusable resources of all 
types 
4. Contains logical steps that usually span multiple functions and often 
organisational units 
5. Has perfonnance indicators for which measurable objectives can be set and 
actual perfonnance evaluated 
6. Delivers a product or service to an external stakeholder or another internal 
process. 
According to zur Muehlen and Ho (2006:2) a process is a "sequence of activities that 
are necessary to manipulate an economicalIy relevant object towards a specific goal". 
Business processes could moreover be classified by the degree of automation, repetition 
and structuring (Weske, 2007). A comparison of the different definitions of the tenn 
process shows that several key elements are used by all the authors: the sequential flow, 
target orientation and the transfonnation of inputs into outputs. 
The tenn business process management is widely discussed in the literature (Annistead 
and Machin, 1997). "Business process management (BPM) is a systematic approach to 
improving an organization's business processes. BPM activities seek to make business 
processes more effective, more efficient, and more capable of adapting to an ever-
changing environment. BPM is a subset of infrastructure management, the 
administrative area of concern dealing with maintenance and optimization of an 
organization's equipment and core operations" (TGO, 201 0). 
Another definition that is essentially very similar is from Zairi (1997:64). He defines 
BPM as follows: "BPM is a structured approach to analyse and continually improve 
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fundamental activities such as manufacturing, marketing, communications and other 
major elements of a company's operation". Rosemann and de Bruin (2005:2) write that 
"definitions of business process management range from IT-focused views to BPM as a 
holistic management practice" by analysing several different works, e.g. from Elzinga et 
at. (1995), DeToro and McCabe (1997) or Pritchard and Armistead (1999). 
The perspective presented in this paper fo]]ows the view of BPM as a holistic 
management approach, because IT could be seen as a powerful instrument to support 
BPM activities but is not able to work isolated from organisational and individual-
related framework requirements. In sum, this view fits best for the proposed research. 
2.2.3 Forces driving BPM 
From Bartonitz's (2008) point of view, BPM resumes several topics of the 1990s as 
business process reengineering and workflow management. He refers to several reasons 
why BPM is an interesting topic for the future. Globalisation and internationalisation 
yield to growing competition and the need for companies to operate ever more rapidly. 
Often changing legal conditions result in the need to react in an organisational and/or 
IT-related context. A process of deregulation and market opening is also forcing 
companies of all sizes to constantly question their business model. This is exacerbated 
by lightning speed technological evolution paired with even shorter product life cycles. 
Lean, effective and efficient processes are paramount in light of the homogenisation of 
products, the decline in prices and mounting cost pressure. In addition, rising customer 
demands and saturated buyers' markets are the reason that sustainable competitive 
advantage is directly related to the quality of processes. 
The point of view argued for here is that companies will not be able to handle all of 
these challenges in the future without a strategy and clearly defined processes. It is thus 
becoming increasingly important to be able to react more quickly to changing 
conditions by strengthening the flexibility of an organisation (Zairi, 1997; Weske, 2007; 
Bartonitz, 2008; Smith and Fingar, 2003; zur Muehlen and Ho, 2(06). The presence of 
these influential factors and the way in which they interact are the key drivers of this 
highly dynamic situation. 
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2.2.4 Goals of BPM 
A review of the literature uncovers several goals of business process management. 
Weske (2007) and Bartonitz (2008) point out that that BPM strengthens a company's 
ability to change and therefore guarantees the flexibility of an organisation. Chang's 
(2006) point of view is that BPM enables companies to improve products and services. 
Further goals of BPM could include a higher degree of innovation (zur Muehlen and 
Ho, 2006; Smith and Fingar, 2003; Weske, 2007; Zairi, 1997; Bartonitz, 2008; Diez and 
McIntosh, 2009) and productivity, better process quality and facilitation of sustainable 
improvement (Homburg and Workman, 2000; Weske, 2007; Dewell, 2007; Zairi, 1997; 
Smith and Fingar, 2003). The table below gives an impression of the various goals of 
business process management and the supporting authors. It is clear that the focus here 
is quite different, but the commonalities could be seen in an improvement effort. 
Goals of BP M Supported by 
Understanding of operations and relationships of organisations Weske,2007 
Guaranteeing the flexibility of an organisation Weske, 2007; Bartonitz. 2008 
Ability to change Weske, 2007; Bartonitz, 2008 
Facilitating sustainable improvement Weske,2007 
Enabling software support of processes Weske,2007 
Improving products and services Chang,2006 
Innovation Bartonitz, 2008 
Process quality Bartonitz, 2008 
Productivity Bartonitz, 2008 
Creating and maintaining sustainable competitive advantage Zur MuehJen and Ho, 2006 
Table 1: Goals of business process management (source: the author) 
The perspective presented here follows the view of zur Muehlen and Ho (2006). 
Therefore, the main goal of BPM is to create and maintain a sustainable competitive 
advantage as the overall business goal. The reason for this is that all of the other 
business goals presented could be seen as a stop along the way to creating and 
maintaining a sustainable competitive advantage. 
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2.2.5 Critical success factors and risks of BPM 
Jeston and Nelis (2008:35pp) give a detailed overview of the critical success factors in 
BPM projects. The argument put forward in this paper is that a business process 
management project could collapse if one or more critical successful factors are not 
considered. Therefore, for any BPM project, the following factors must be considered in 
the initial planning stage. 
Critical success fuctor Description 
Leadership Top management support necessary 
Experience of BPM manager Significant skiIL~. with a sharper focus on business acumen and not IT knowledge 
Linkage to organisation strategy Guarantee that the project focuses on company's target 
Process architecture Agreed guidelines ensure that work is performed consi~tently 
Structured approach for implementation Reduce risks of making disorganised deci~ions 
People change management Empk)yees need to move on to new processes 
People and empowerment Environment must foster creativity and flexibility 
Project initiation and complctkm Alignment and review of aD initiatives 
Sustainahle performance Efficiency and effectiveness must be monitored regularly 
Reali~ing value Monitoring of value gained from the project 
Table 2: Critical success factors In a DPM project (Jestun and Nelis, 2008:3Spp) 
In keeping with Jeston and Nelis (2008), it is suggested that, in particular, support from 
the top echelons of management, the experience of the project manager and continuous 
monitoring during the project are essential in ensuring the strategic alignment between a 
BPM project and the business objectives of a company (Bieberstein and Vergoessen, 
2006; Zairi, 1997; Frey et al., 2005; Rosemann and de Bmin, 2005; MUller and von 
Thienen, 2006; Pelz-Sharpe et al., 2009; Hammer, 2007; Jeston and Nelis, 2008; Diez 
and Mclntosh, 2009; Horodyski, 201 I; zur Muehlen and Ho, 2006). Furthermore, it 
should be noted that the experience of the BPM manager is indeed mentioned explicitly 
as a critical success factor, but that the skills of general employees and users are 
ignored. Successful projects need qualified people; thus it is also necessary to pay 
particular attention to their skills (Frey et al., 2005; Jansen and Riemersma, 2007; Diez 
and McIntosh, 2009; Pelz-Sharpe et al., 2009; Homburg and Workman, 2000; Hammer, 
2007; Jeston and Nelis, 2008; zur Muehlen and Ho, 2006). 
Zur Muehlen and Ho (2006) also address the topic of risk management in the BPM 
1ifecycle. This is an important issue as a study from Grover (1999) determined a failure 
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rate of 70% of business process management projects in the past. Several risk 
management strategies such as mitigation, avoidance, transfer and 
acceptance/assumption are defined. Risks in BPM projects arise during and between the 
different stages of the BPM lifecyc1e. 
Phase 
Analysis 
Analysis to design 
BPM risk 
Conduct analysis without a strategic view 
Failure to define process goals/values in a language understandable for 
proc~ ss, stakeh()lder~,,, __ .,._._~,._ .. ,_,. ____ .. _ ,., ... _", .. , .... _",,,_, ____ . __ 
Overemphasis of technical variables 
Failure to relate systematic/organizational risks to the analysis 
Method failure in mapping analysis outcomes to process models 
Loss of infom1ation during the mapping processes 
Lack/absence of conversation hetween process designers and process 
stake holders 
Desib'llers ignore the organi7lltional perspective of design 
Ri<;k handling mechani~ms are missing in the design 
Desib'll to implementation Wrong translution from process models to implementation pluns 
Mi~match of design method and implementation method/perspective 
Implementation Lack of a high level view of the inlplementation (for executives) 
Management level lacks adequate knowledge of process I11anagement 
Overemphasis on technical issues 
Designed models are not applicable to the current infrastructure 
Designed models are not applicable to the current organi7lltional 
structure 
Failure to relocate the resources 
Failure to rearrange/reassign roles and responsibilities to process 
stake holders 
Process stake holders assume they know the new processes and their 
roles without review of the redesign 
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Execution Resistance from stake holders to perform process-oriented activities 
Stakeholders feel uncomfortable under process-oriented leadership 
Stake holders take too k)ng to adapt to process-oriented work style 
Stakeholders are unable to perfonn collahoration across divisions 
Lack of conversation and a common language among stakehoklers 
The composition of stake holders changes during the runtime 
System instability in the runtime environment 
Service vendors merge or go out of business 
New regulatory requirements make current process practices illegal 
Monitoring Lack of monitoring strategies. plans. ohjectives, and methods 
StakeholderslLaws prohibit process transparency (monitoring) 
Flawed infomlation produced by stakeholders 
Absence of a precise information fihering policies 
... 
Monitoring without a qualitative perspective (i.e. numerical focus) 
Monitored ohjectives are different from design objectives 
Monitoring and execution to controlling Infomlation overbad of monitoring recipients 
Controlling 
Controlling to design 
Failure to translate raw audit data into useful information 
Lack of management in merging multiple information channels 
Intraceable human interference in the process 
Failure to report critical issues to alk)w timely response 
Standard~ for evaluation policies/methods are missing 
Controlling ohjectives are different from process design objectives 
Misinterpretation of audit data 
Missing link from audit data to business data 
Failure to relate the evaluation to strategic and external variables 
Lack of well-defined feedback mechani~m'l 
Inability to recogniz..e problems from the evaluation 
Failure to derive contingency plans from the evaluation 
Controlling and process improvement conducted by different 
stakehoklers 
Table 3: RPM specific risks (zur Muchlcn and Ho, 2006:5p) 
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Risk factors could be classified into eight categories (zur Muehlen and Ho, 2006). 
1. Method: Incorrect use or understanding of methods in several phases 
2. Communication: Fa]se or missing communication between process participants 
3. Information: Missing or improperly executed 
4. System/technology: Through the system itself or human error 
5. Leadership/management: Insufficient support or communication of support 
6. Resource/ski11: Lack of skills required 
7. Adaption of change: Unable to manage or perform changes 
8. Strategic thinking: No definition of visions, goals and functions. 
The general risk factors are considerable in this research because the investigation must 
bear in mind that any number of these factors may impact MAM performance. The use 
of sensible and accepted methods at the outset of a BPM project can help minimise 
other risk factors and must therefore be given top priority (Gersch et al., 2011; Zairi, 
1997; Roh]off, 2009; Rosemann and de Bruin, 2005; van Niekerk, 2007). 
Zairi (1997) suggests using several guiding principles for every business process 
management project. The main activities must be described briefly because the quality 
depends on discipline, consistency and repeatability (Bieberstein and Vergoessen, 2006; 
Smith and Fingar, 2003; Frey et al., 2005; Zairi, 1997; Michiels, 2008; Rohloff, 2009). 
Clearly defined goals must be set and measured continuously. Moreover, BPM "has to 
be inspired by best practice to ensure that superior competitiveness is achieved" and is 
"an approach for culture change and does not result simply through having good 
systems and the right structure in place" (Zairi, 1997:65). The assumption behind this 
view is that tools that help support these principles are highly relevant. A possible too] 
that fits the presented requirements in the area of media asset management could be the 
adoption of a Media Asset Management Maturity Model. 
2.2.6 BPM in marketing 
Many authors such as Chang (2006:33) point out that information systems or 
information technology (IT) is an "essentia] enab]er" or the "key enabling too]" for 
BPM. He argues that the role of IT is a much stronger one than in former approaches 
such as in business process redesign or total quality management. This could be traced 
back to the fact that the influence of IT and information has changed tremendously over 
the last decades. The basic parameters have opened a huge window of opportunity. 
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Much cheaper hardware and an information and data exchange platform available 
worldwide are only two of the reasons for this. BPM is thus very valuable to media 
asset management because most marketing processes use media and content as 
information required to complete each process step. 
Media asset management is, as described above, a management philosophy that 
involves many different stakeholders of a marketing process, both internal and external. 
Hence, introducing media asset management is a very complex BPM project. By the 
same token, a media asset management project can be helpful in reaching several of the 
BPM goals determined here. 
Goals of BP M in general Relevance according to marketing and MAM 
Understanding of operations and 
Initial point to think about MAM and which benefits could be 
relationships of organisations 
generated by managing media assets through a central 
repository and automated workflows 
Guarantee flexibility of organisation 
Shorter product lifecycles and the need to meet customer 
demands results in more time to be creative 
Ability to change React to market shifts and new communication channel .. 
Facilitating sustainable improvement Defined and automated processes 
Enabling software support of processes Basis for the adoption of a MAMS 
Improve products and services 
Help customers e.g. in retail environments to participate in the 
brand and marketing material 
Innovation 
Get rid of unstructured and non-reproducible processes; new 
creative freedom 
Process quality 
MAM has the ability to reduce errors and automate processes 
orpilrts of processes 
Productivity Marketing budgets are under rigorous supervision 
Create and maintain sustainable Cost factors. generating new potential sales volume and 
competitive advantage strategic factors. e.g. customer loyalty 
Table 4: Goals of RPM and their relevance for marketing and media a~~et management (source: the author) 
As shown in the table above there are several corresponding goals in the area of 
marketing and media asset management to the general goals of business process 
management. 
2.2.7 Conclusion 
To sum up. BPM is a complex area with manifold goals and benefits. Individuals 
addressing this topic must be aware that goals and benefits vary from company to 
company. Several principles must be adopted. Marketing is a relatively new scope of 
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application for BPM. But based on the fact that even marketing entails numerous 
repetitive activities, it becomes obvious that business process management and therefore 
clearly defined processes and the installation of a supporting IT system make perfect 
sense. Business process managers should install systems that allow the measurement of 
the current status and the divergence from a possible benchmark. Many of the presented 
variables therefore have a direct impact on the evaluation of the Media Asset 
Management Maturity Model. Furthermore, several described performance indicators 
will be used later on to measure the performance in the survey stage. 
2.3 Media asset management 
This chapter provides an overview of the term media asset management (MAM). A 
comparison of several definitions is followed by a brief section covering the history of 
MAM. The chapter continues by explaining the functions and the range of use of MAM 
systems. The benefits and competitive advantages through media asset management are 
also outlined. The chapter concludes by presenting the main trends in the area of MAM. 
2.3.1 Introduction 
Media asset management (MAM), also called digital asset management (DAM), is a 
relatively new topic. Its relevance has increased recently because of the enormous 
amount of new digital media files produced for marketing and communication. Digital 
files such as images and videos are often viewed as assets. This is only logical 
considering the amount of money spent on the production of photographs with models 
or for the production of a television commercial. Achieving maximum benefits requires 
these media assets to be highly applicable (Wijngaarden, 2007; van Niekerk, 2007; 
Tylla, 2009; Pelz-Sharpe et al., 2009; Niedermeyer, 2004). 
A study by the University of Mannheim documents that marketing directors in Germany 
spend up to 70% of their working hours engaged in operational activities and tasks that 
could otherwise be avoided. And research from Gistics currently puts this figure at up to 
80% (Karle, 2008). This is why so much time is wasted on jobs that could be automated 
or simplified. MAM software vendors and consultants in this area always emphasise 
that MAM systems help organise media logistics and therefore deliver a very quick 
return on investment (typically less than a year). The market is growing and customer 
interest is rising. Companies aim to deliver more and more "information on demand" to 
their employees as well as to their partners and customers. 
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Upon closer inspection of the literature, several statements draw more attention to the 
topic of MAM. It is apparent that several forces will drive media asset management in 
the future. 
Statement Source 
"As digital media content ili distributed throughout an organization and to Worthy. 2007:11 
external audiences. its value to the organization greatly increases". 
''The emergence of marketing operations as a formalized discipline in 
enterprise today creates tremendous opportunity for DAM professionals Katz, 2007:43 
and buyers alike". 
"DAM systems are continually impacting production and archiving 
processes. Post development of taxonomy and metadata schemas. 
soureing metadata from various asset types and fiJe formats pre and post Chagoya. 2007:29 ingestion has generated a new impact that is now being realized. There 
is a growing need to standardize how and more importantly where we 
source our metadata". 
"The marketing function is becoming more complex. Marketers are 
trying to launch more campaigns in shorter timeframes addressing more Jansen and 
target audiences. In the process of bringing your marketing message to Riemersma. 
the consumer, you need many different processes, skill sets supported by 2007:65 
a variety of software. ranging from DAM to CRM. including also ERP 
and BI". 
"With the proliferation of different media and publishing platforms. the 
need for DAM systemli has never been stronger. Digital assets are an 
increasingly invaluable part of an organization's intellectual property. yet Wallen, 2007:139 
deploying DAM systems across multiple workgroups and promoting 
active. productive use of systems is an ongoing challenge". 
Table S: Statements drawing attention to the topic of MAM (source: the author). 
As shown in the table above, there are several reasons why media asset management is 
an interesting topic for the future. The increasing amount of digital files used from more 
and more people involved in the marketing process makes marketing more complex 
than in the past. 
The method of operation of media asset management systems (MAMSs) could be 
explained by looking at the flow of information and data in a traditional environment 
and with the use of a MAMS. 
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Partner 
agency 
Figure 3: Flow of information and data in a traditional environment (Pixelboxx, 2008) 
A MAMS is an information system that is built upon a central repository 
(DigitaIAssetManagement, 2011). Without that central place of refuge it becomes 
imposs ible to share information and data in a structured way. The mUlti -participant 
process increases complex ity. Things become obfuscated after a certain point, making 
mistakes unavoidable. This results in longer cycle-times and higher costs. In addition 
the process owner (the company) is sometimes completely unaware of the actual state 
and consequently is unable to react to timeouts or budget overrun in time. The 
intention is to reduce complex ity by installing a communication platform used by all of 
the participants involved in the process. Standardising specifications for the information 
executed is likewise aimed at ensuring that all parties concerned speak the same 
language. The process owner (the company) is always aware of the current status, has 
access to all its intellectual property and is not dependent on others. This could reduce 
search times and the time needed to access to media assets dramatically. There is no 
need to a k internal and external participants about sources of information. 
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In sum, MAM is a viable option for structuring business proces es and to achieving 
monetary and strategic advantages. 
Partner 
Advertlsln, a,.ney 
PRa,ency 
Film production 
Figure 4: Flow of informatiun and data using a MAMS (Pixelboxx, 20(8) 
2.3.2 Definitions 
How does one define the terms "media" or "di gital asset"? Austerby (2006: no page 
number) defines an asset as "content with the right to use". He suggests the integration 
of intellectual property management and protection (IPMP) and digital rights 
management (ORM) into an asset management framework. 
Kretzschmar and Oreyer (2004) describe media assets as all forms of vi ua] 
information. They refer to the financial sector, where asset management stands for the 
ad ministration of financial worth, and point out that even media assets have a financial 
value. Due 10 their sometimes high value they should also be drawn up in the balance 
sheet. 
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Several definitions for the terms digital asset management and media asset management 
that are used interchangeably in this research were found in the literature: 
"Digital Asset Management is a set of processes that when working together give a 
system, repository, and enabling workflow process for managing publishable media 
content such as images, illustrations, documents, audio, video and physical (non-digital) 
elements" (Sawarkar, 2001 :5). 
"A set of coordinated technologies and procedures that allow the efficient storage, 
retrieval, and reuse of the digital files that are important to an organisation. By 
employing the descriptive information attached to the assets, DAM can provide and 
support the business rules and processes needed to acquire, store, index, secure, search, 
export and transform them" (Niedermeyer, 2004). 
"A DAM system is built upon a central repository that facilitates the storage, 
organization, retrieval, utilization and reuse of digital files" (Frey et al., 2005). 
"Digital Asset Management Systems (DAMS) provide mechanisms to enable 
institutions to manage their digital resources. When associated with suitable policies, 
procedures and licensing arrangements, DAMS provide institutions with a way to 
facilitate the exploitation of their digital assets without depleting the value of the asset 
itself' (Digicult, 2002). 
"Digital Asset Management, referred to as DAM, is an increasingly important tool for 
organizations that are serious about protecting and growing their brands, controlling the 
costs of creating and distributing their rich media content, and maximizing the return 
from their digital media assets" (Northplains, 2008:2). 
Based on these definitions and the variety of different approaches, MAM is defined 
within this research as "processes, activities and technologies to manage media files in 
an effective and efficient way" (source: the author). MAM must therefore be goal-
oriented and economically viable. These requirements cannot be met without the 
implementation of a regular controlling process (Bieberstein and Vergoessen, 2006; 
MUller and von Thienen, 2006; Wettstein and Kueng, 2002; Hammer, 2007; Jeston and 
Nelis, 2008; zur Muehlen and Ho, 2006; Zairi, 1997). 
25 
2.3.3 Differentiation from ECM 
Enterprise content management (ECM) is often seen as the superordinate concept to 
media asset management and, according to Bohn et al. (2008) and Bayer (2009), is an 
important strategic topic for the future. A survey of about 400 companies showed that 
the relevance of ECM is rising (Bayer, 2009). More than 17% of the interviewees stated 
that in their opinion enterprise content management is one of the three most important 
IT issues, while only 13% stated that they believe ECM to be a topic of little 
importance. At the same time, the expectations placed on ECM systems also increased. 
Explicitly mentioned were cost advantages (71 %), improved process support (57%) and 
better fulfilment of compliance requirements (41 %). 
As MAM is often seen as special part of ECM, this chapter illustrates the relationship 
between these two approaches (Kampffmeyer and Risse, 2007). Several generic ideas 
behind MAM result from the concepts of enterprise content management. Therefore 
these concepts could play an important role in the development of a Media Asset 
Management Maturity Model. 
Newton (2010) gives a brief overview of the history of ECM. The story began in 1985 
when image management and the need for collaboration arose. In 1990 electronic 
documents management was the next step, long before businesses began to concern 
themselves with web content management due the advent of the internet. Several 
advanced content concepts arose in the wake of 1999, e.g. digital rights management, 
life-cycle management and media asset management. ECM consulting services gained a 
foothold a few years after the turn of the millennium. With the rise of open source 
solutions for ECM around 2004, the next phase had been completed. 
In the past there has also been some criticism surrounding the benefits of content 
management systems. A small survey (n=64) carried out by the Information 
Architecture Institute (IAI, 2003) gives an indication of the problems that content 
management system users face. 57.1 % found the software to be too expensive. The 
systems did not meet the requirements of 54% of the respondents, meaning that much 
customisation was needed. 50.8% had problems migrating old data to the new system. 
Other problems that influenced the adoption of content management systems included 
difficulties with the integration into other systems, complexity and a lack of support for 
elementary processes, for instance. The survey also brings difficulties beyond hardware 
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and softw are problems to li ght. Interviewees had trouble determining all of the 
requirements (46.6%) and structuring the metadata (44.8%). 
A very well accepted definition of enterprise content management is given by AIIM 
(20 10). According to this definition , ECM is "the strategies, methods and tool s used to 
capture, manage, store, preserve, and deliver content and documents related to 
organizational processes. ECM tool s and strategies allow the management of an 
organization's unstructured infonllation, wherever that information exists". Blair 
(2004:64) claims that thi s is a very broad definition and points out that "ECM is more 
than simply technology; it is an also an activity that involves people and processes". 
Frappaolo (20 I 0) designed the followin g chart to describe the components and 
functi ons of an enterpri se content management system. Even media asset management 
(here labell ed as DAM or digital asset management) is one application area. 
Figure 5: Model describing ECM (Frappaolo, 2010) 
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Pelz-Sharpe et al. (2009) point out that the justification for ECM is widespread. It might 
make it easier for employees and third parties to access unstructured content. The 
collaboration between team members could be enhanced. Furthennore, it may be 
possible to guarantee the reuse (Horodyski, 2011) of files and help establish standards 
for the distribution of infonnation. Thus, the efficiency of business processes would 
increase. ECM would support the management of knowledge and communication with 
stakeholders. 
RieB (2009) indicates that there are numerous trends in the field of ECM. Based on this 
infonnation, it is apparent that stand-alone ECM systems will lose their importance in 
future. Integration into standard software tools and operating system related services 
will increase instead, becoming more closely intertwined with business intelligence 
topics. As in other parts of the IT sector already established, the open source technology 
will have a greater impact on enterprise content management as well. The use of mobile 
devices to access ECM system functionality will become increasingly integrated in 
company's strategies. Software as a service will be more accepted and cloud computing 
and grid computing are the next frontiers. The need for better data quality, which is 
essential for the acceptance of an infonnation system, drives the adoption of centralised 
master data management (Berson and Dubov, 2009; Das and Mishra, 2011; Loshin, 
2009; RieB, 2009; Haughey, 2010). Medium-sized businesses will increase the demand 
for ready to work solutions with a clear focus on branches and areas of application. 
Regarding ECM trends, it is possible to distinguish between the point of view of end 
users and the point of view of software vendors (Tylla, 2010). Particularly for end users 
there is the need for quickly measurable and sustainable added value. The topic of BPM 
is regarded as one of the three top trends in the area of ECM. Several of the related 
frameworks directly impact media asset management. Explicitly stated are: knowledge 
management, information portals, integration into customer relationship management 
systems, search technologies and col1aboration. The perspective presented here again 
demonstrates the close link between ECM and media asset management. To sum up, 
ECM could be seen as a superordinate concept of media asset management. ECM is not 
only about IT systems. It also needs people and processes to guarantee business 
improvements. Frappaolo's chart (2010) ideally demonstrates the issue's complexity. 
For this reason companies often start with by launching a smaller ECM sub-project in 
an attempt to generate a few quick wins up front. This encourages project sponsors 
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including top levels of management and key users to accept the system right from the 
start, thus enabling successive expansion of an ECM strategy. 
2.3.4 History and future of media asset management 
The evolution of MAM is based on a huge body of knowledge from separate disciplines 
(Boiko, 2002). The need to structure and organi se content was present even before 
digital infomlation and the internet came to dominate modem communication channels 
(Frey et al., 2005). Media asset management systems translate these efforts into today's 
technology. Media companies were the first to use MAMSs in the early 1990s. They 
reali sed that media files are intrinsically valuable. So they needed to be able to use them 
multiple times and integrate them into a number of different bu iness processes as 
seamlessly as possible. 
1990 2000 2002-2005 
Fi ~urc 6: ()AM timcllnc 1990 to 2005 (Frcy ct Ill., 2005:8) 
Jansen and Riemersma (2007:67) provide an impress ive example of how marketing 
communication has changed over time: "All of thi s means the amount of information 
transactions not just increase, but explode. If you are a brand owner, bringing ten new 
products to the market every six months, using ten different media (e.g. packaging, 
product manual , sales guide, website, in store di splay, etc.) to communicate to four 
different segments of the market in ten languages, you are talking about 20 x 10 x 4 x 
10 = 8,000 different publications a year!". These changes could not be negotiated 
without a rethinking and without the support of new technologies that reduce the 
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complexity and error-proneness. MAMSs are designed to address these issues. Several 
forces driving MAM projects are found in the literature. 
Forces driving MAM Supported by 
The amount of digital and rich media explodes Prey et al, 2005; Pixelboxx 2008 
Marketing is still very unstructured in contrast to other disciplines Prey et al, 2005; Pixelboxx 2008 (logistics, production) 
Marketing managers and marketing staff spend time on avoidable Prey et al, 2005; Pixelboxx 2008 
activities (search times. redoing things, creating CDs ... ) 
Globalisation strengthens situation (time difference, language Prey et al, 2005; Pixelboxx 2008 barriers) 
Migration from a mass market to a highly segmented market, Jansen and Riemersma. 2007 potentially one-to-one 
Existence of more products in more variation with shorter product 
life cycles, potentially heading into the direction of "tailor made Jansen and Riemersma, 2007 
solutions" 
Communicating different kinds of information Jansen and Riemersma, 2007 
Communicating via an increasing amount of interactive media Jansen and Riemersma, 2007 
Table 6: Forces driving MAM projects (source: the author) 
2.3.5 Functions 
Media asset management systems are slightly different from content management 
systems, although the terms are often used interchangeably. WhiJe content management 
systems "facilitate the digital media creation and component management via the use of 
automated workflows", media asset management systems are "automated systems and 
associated processes used by companies to manage digital data to catalogue, search and 
retrieve digital assets (Frey et a1., 2005:6). 
Boiko's (2002) view is that the functionality of content management systems could be 
reduced to three parts. In the first step, "collection", the raw data is collected, structured 
and fortified with additional information known as metadata. The next function, 
"management", is an administrative function to maintain an overview of all of the 
media files, the structure of the system and the system's users. The publishing function 
offers the possibility to create new files in several formats, often by adopting other 
systems. 
Media asset management has changed dramatically since the appearance of the first 
MAMSs in the early 1990s (Frey et a1., 2005). Now the Ubiquity of the internet makes 
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worldwide collaboration practically effortless - something that was neither feasible nor 
imaginable 20 years ago. This novel form of collaboration is what offers so much value 
to the members of a media supply chain (Homburg and Workman, 2000; Tylla, 2010; 
Rohloff, 2009; Worthy, 2007; van Niekerk, 2007; Hammer, 2007). 
Hulme (20 I 0: 176) suggests "that the types of content" used in a MAMS "require very 
specialized capabilities in terms of their capture such as encoding, transcoding and 
indexing through content editing, searching, and finally content distribution like 
streaming". The main functions of MAMSs could be categorised as outlined in the table 
below: 
Function Supported by 
Storage Niedermeyer 2004; Frey et al., 2005; Pixelboxx, 2008 
OrganL<>ation Niedermeyer 2004; Frey et aI., 2005; Pixelboxx, 2008 
Retrieval Niedermeyer 2004; Frey et al., 2005; Pixelboxx, 2008 
Utilisation Niedermeyer 2004; Frey et al., 2005; Pixelboxx, 2008 
Reuse Niedermeyer 2004; Frey et aI., 2005; Horodysk~ 2011 
Finding Moon, 2007; Horodysk~ 2011 
Viewing Moon,2007 
Inspecting Moon,2007 
Table 7: Main functiuns of MAMSs (source: the author) 
Metadata lies at the heart of MAMSs, and enables potential users to work with 
unstructured content, thus making it the basis for all of the functions described above. 
For example, the effective and efficient organisation, retrieval, utilisation, reuse and 
finding of media assets are only possible by using metadata. March and Kim (1988:6) 
point out that the "effective use of corporate information is a significant management 
concern" and define metadata in this context as "data about data within a scope of 
interest". They give several examples of what metadata should accomplish (March and 
Kim, 1988:7): 
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1. Control of usage: defining who can do what with which data and when 
2. Abstraction: hiding details to reduce complexity and enhance understanding 
3. Insulation: managing change by decoupling mechanisms 
4. Standardisation: defining interfaces to facilitate interchange and sharing 
5. Communication: facilitating common understanding. 
Consequently, metadata is additional stored information that describes media assets 
(Kretzschmar and Dreyer, 2004) or "simply put, data about data" (Horodyski, 2011 a). 
ISO specification 11179 writes the following about metadata: Metadata is "the 
information and documentation which makes data sets understandable and sharable for 
users". The allocation of metadata to media objects is called indexing. This incorporates 
information about formats, time of creation and modification, resolution as well as 
information for characterising media files, for example. Therefore, metadata 
significantly contribute to the success of a media asset management initiative (Chagoya, 
2007; Hert et al., 2007; March and Kim, 1988; Horodyski, 2011; Kretzschmar and 
Dreyer, 2004; Chagoya, 2010). In this context it is also important to mention that 
governance as the "establishment of policies, and continuous monitoring of their proper 
implementation, by the members of the governing body of an organization" 
(Businessdictionary, 2010) plays an important role (Diez and McIntosh, 2009; 
Rosemann and de Bruin, 2005; Dupont, 2007; Pelz-Sharpe et al., 2009; Hammer, 2007). 
2.3.6 Types and range of use of MAMSs 
MAMSs can be categorised in several ways. Scheer (2007) fo11ows a very general 
approach by distinguishing between standard and individual software. She investigates 
factors that are relevant in the selection process of a MAMS. As with every software 
choice, it is imperative for companies to have a clear idea of current and future 
processes and business cases that should be supported. 
Northplains (2008) splits the market into enterprise DAM systems, workgroup DAM 
systems and hosted (ASP) DAM systems. The essential criteria are therefore size of the 
target group and price of the system. Digicult (2002) uses the price as the superordinate 
criterion and divides the market into three parts (systems up to $5.000, $50.000 and 
$250.000). This breakdown must be scrutinised critically because experience shows that 
the cost of software licenses alone are often only a part of the overall project. 
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Furthermore Davey (2011) distinguishes between installed systems, software as a 
service (SaaS) and open source solutions. 
MAMSs have a wide range of uses. The original field of application has broadened in 
recent years while software vendors and companies have begun to realise that there are 
reasonable business cases aside from marketing. Celum's (2008) breakdown for 
addressing customers gives an impression of the versatile areas of application: public 
relations, investor relations, event management, brand management, product 
management, B2B and B2C sales, marketing/marketing agencies, architecture, 
industrial design, maintenance, medicine and real estate. 
2.3.7 Benefits and competitive advantages of MAM 
Worthy (2007) sees MAM's benefits as more than just cost reduction. Companies also 
gain immense strategic value through the implementation of MAM systems. Worthy's 
argument is that these strategic benefits are hard to quantify, but "better brand 
management, more consistent messaging and improved partner relationships are 
examples of intangible, yet critical, strategic value" (Worthy, 2007: 11). 
Hendery (2006:28) asks whether technology, especially media asset management 
systems, are "a booster of business productivity or a destroyer of creativity?". He writes 
about several interviews with customers of a MAMS. Feedback shows that automation 
(Liles, 2007; Meek, 2007; Smith and Fingar, 2003; zur Muehlen and Ho, 2006; Frey et 
al., 2005; Hendery, 2006) and access to a central MAMS for an employees, customers 
and, in some instances, their partners has led to an acceleration and simplification of the 
creativity process: "MAM saves so much time up front that it leaves more time for the 
creative element" (Hendery, 2006:29). 
Michiels (2008) claims that the implementation of a MAMS is directly linked to a 
considerable enhancement of qualitative value. He lists six benefits and gives 
information about how best-in-class (BIC) companies and others have realised this 
benefit: 
1. Time to locate content decreased (BIC: 75%; Others: 43%) 
2. Time to transfer files decreased (BIC: 50%; Others: 33%) 
3. Costs to ship/transport files decreased (BIC: 42%; Others: 26%) 
4. Satisfaction of staff increased (BIC: 58%; Others: 30%) 
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5. Productivity of staff increased (BIC: 83%; Others: 49%) 
6. Usage of media assets increased (BIC: 67%; Others: 43%) 
Others (Kretzschmar and Dreyer, 2004) distinguish initial1y between primary 
advantages, logistic advantages, usage-dependent advantages and sectoral advantages. 
The quick ROI (return on investment) through cost reduction, cost avoidance up to 30% 
and resource real1ocation can justify the investment in MAM alone (Worthy, 2007). 
However, strategic business benefits have to be considered as well. 
A detailed overview of benefits generated by using MAMSs is presented by Leland 
(2000), Moon (2007), Kretzschmar and Dreyer (2004), van Niekerk (2007) and 
Michiels (2008). While older sources refer first and foremost to the financial benefits 
through the adoption of MAMSs, newer approaches refer in particular to the strategic 
value and the sustainable competitive advantages generated. 
Benefit Supported by 
Supports workflow Leland,2000 
Facilitates retrieval Leland, 2000 
Publishing in several channel .. Leland, 2000 
Produces cost savings Leland, 2000; DigitalAssetManagement, 2011 
Reduces search times Leland, 2000 
Generates standards Leland, 2000 
Tracks relationships Leland,2000 
Generates revenue Worthy, 2005 
Better brand management Worthy, 2005; DigitalAssetManagement, 2011 
ConsL"tent messaging Worthy, 2005 
Improved partner relationships Worthy, 2005; DigitalAssetManagement, 2011 
Boosts productivity Hendery 2006 
Leaves more time for creativity Hendery 2006 
Automation of processes Hendery 2006 
Table 8: Benefit .. of MAMSs (source: tbe author) 
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Although there are a lot of benefits of MAMSs, there have been several factors in the 
past that have slowed down the adoption of these systems (Prey et al., 2005). Principal 
reasons according to this are concerns about ROJ and factual added value as well as 
scepticism about usability (simplicity and speed). Moreover, Liles (2007) asks whether 
C-level executives truly appreciate the value of MAM and offers software vendors 
advice on how to avoid marginalisation. A feasible solution should be positioned as an 
integral component of the business model instead of a stand-alone system whose 
functions could be borrowed from adjacent systems over time. Some software vendors 
have adopted this strategy and are repositioning their product through integration or 
amplification. 
Van Niekerk (2007:98) has summarised the key advantages and benefits for managers 
who employ a MAMS and discusses them on basis of the underlying MAM activity. 
Advantages are thus: adding value to the company, decreasing costs, obtaining 
sustainable competitive advantages and increasing return on investment. Key benefits 
are flexibility, transparency, control and security. The table below takes a closer look at 
the factors that could generate competitive advantages when adopting a MAMS. 
MAM activity Mllrkl'ling IIctivity Compt·titive advantage Source of compromise cost 
Centralil.ed MAM Networking _Lower external service costs _Differences in equipment or 
service provider. _More sophisticated and/or responsive knowhow necessary 
services due to improved technology _Differences in meeting deadlines 
and due to the server location 
_Better capacity utilization if demand 
for service is inversely correlated 
Centralized media assets Branding _Lower advertising costs _ Product images are inconsistent 
_Reinforcing product image _Diluted reputation if one product is 
_Diluted reputation if one product is inferior 
inferior 
_Reduce problems related to 
communications 
Advertising _Diluted reputation if one product is _Appropriate media or mes,ages 
inferior are different 
_Reduce prohlems related to _Advertising effectiveness reduced 
communications by multiple products 
_Lower adverti,ing costs _Inputs are differently in terms of 
_Greater leverage in purchasing quality or specifications. leading to 
advertising space higher costs 
_Faster market communications 
_Improved input quality 
_Fewer problems related to 
communications 
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Promotion _ Lower promotiun cost~ 
_Appropriate furms and timing of 
_Fewer problems related to promotions differ 
communications 
Centralized pre-printing Processing of high _ Lower processing costs 
_Differences in the form and 
design and resolution data _Lower cost of employing improved composition of media assets. 
manufacturing technologies 
_High production costs 
_Beller technology improves quality 
_Differences in ordering cycles that 
_Beller capacity and human resources lead to inconsistence and processing 
utilization needs 
_One stop service provider 
_A non-standard interface reduces 
_Flexibility in ingesting and format effectiveness 
changes 
_Lower interface design costs 
Centralized control Quality and access _Lower control costs 
_Quality and control standards 
control _Ensure reuse of assets differ 
_Better technology increases the 
_Insufficient control increases costs 
extensiveness of control and security 
_Different data security systems 
_Data control and transparency 
_Prevent disaster 
Table 9: Competitive advantages that may be obtained through the effective management or media assets 
(van Niekerk, 2007:8 rererring to Porter, 1998) 
According to the research of Michiels (2008), BIC company staff productivity in 
particular increased tremendously. Therefore an increase of 83% in productivity levels 
is realistic. Unlike Michiels (2008), it is argued that such an increase in productivity 
could not be gained through the implementation of a MAMS alone. Therefore a 
complete redesign of the relevant business processes and the integration of all upstream 
and downstream components are necessary. 
2.3.8 Usage and usefulness of IT systems 
Diez and Mclntosh (2009:588) reviewed "factors that influence the use and usefulness 
of information systems" in general. They point out that although potential benefits of 
information systems are appreciated and comprehensible they are often not used in a 
way that produces the designated outcomes. After identifying a huge amount of 
outcomes (dependent variables) and influencing factors (independent variables) they 
were able to determine the most critical factors. The best predictors from several stages 
of an information management project are compared with the outcomes influenced. 
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Outcomes Type of 
Process/Stage Best predictor 
influenced relationship 
Description of the relationship 
Pre- User User Involving users is likely 10 improve the 
+ 
implementation participation satisfaction quality of design decisions 
Success 
Users are less likely to accept an IS unless 
+ 
they are able 10 influence its development 
User participation can lead to some 
Success 
-
expectations that cannot later be satisfied by 
IS developers 
Implementation Behavioural Actual Individual use behaviour is driven by 
+ (individual intention system use intention to use 
and More experience leads 10 more positive 
organisational 
Computer 
Adoption beliefs about technologies. Adoption is + 
scales) experience therefore more likely 
Adoption The adoption of IS is more likely if there is 
External and pressure from other organisations for work 
+ 
pressure adoption to be done or reported on in a particular 
intention way 
IS are seen as devices for a better storage 
Information and management of information. Hence. 
Adoption 
their adoption is more likely if an sources + 
intention (external) organisation has to handle large volumes of 
information from external sources 
Perceived Actual 
The use of a IS is more likely if the user can 
+ foresee performance benefits as a result of 
usefulness system use 
IS use 
Adoption 
The adoption of IS is more likely if IT 
Professionalism and 
+ departments are aware of the features the IS (IS unit) adoption 
offers 
intention 
Subjective 
Perceived social peer pressure to adopt has 
Adoption + been shown to significantly influence 
norms 
individual scale adoption outcomes 
Higher system quality tends to lead to more 
Actual user satisfaction. The more satisfied the 
System quality 
system use 
+ 
user is with the system the more helshe will 
be inclined to use it, 
Locking in support from top managers has a 
Top strong positive influence on the adoption of 
management Adoption + IS. Typically, developers must convince 
support managers that IS will have a positive 
impact on performance. 
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The adoption of an IS is more likely if user 
support is high. User support in turn is 
User support Adoption + positively inHuenced by satisfaction with 
the characteristics of the IS (e.g. ease of 
use, contribution to better performance) 
There is a direct relationship between 
Actual 
training and use levels - more training also 
User training + entails higher users' perceived relative 
system use 
advantage of the system, which in turn 
enhances the likelihood of IS use 
Post- User User satisfaction drives the continued use 
Success + 
implementation sati sf acti on of IS 
Table 10: Best predictors and outcomes (Diez and McIntosh, 2()09:598) 
The table above shows that best predictors and outcomes that influence the use and 
usefulness of information systems could be classified by means of the underlying 
process or stage. Another aspect worth mentioning is that broad use and acceptance of 
IT systems requires both usefulness and usability (DeLone and McLean, 1992; Diez and 
McIntosh, 2009; Pelz-Sharpe et al., 2009; Frey et al., 2005). System quality also plays a 
vital role in this context (e.g. performance, robustness, accuracy), and has a tremendous 
influence on the overall success of a change management project (Guimaraes et al., 
2007; DeLone and McLean, 1992; Diez and McIntosh, 2009; Zairi, 1997). 
2.3.9 Trends 
There are several trends in the area of MAM. In many cases the merger of different 
systems or disciplines offers totally new chances and opportunities. One of these topics 
is marketing resource management (MRM). In this context MAM takes over the 
management and handling of all of the content. Customer relationship management 
(CRM) delivers information about customers, their behaviour and preferences (Jansen 
and Riemersma, 2007). 
Becker et a1. (2008) analysed the relevance of marketing projects for small, medium and 
large businesses. They found that marketing projects were only slightly important, while 
IT projects were highly relevant to them. An empirical study by Bieberstein and 
Vergoessen (2006) shows that marketing software packages are rarely used to facilitate 
and systemise marketing processes. Only 36% of large businesses use software tools to 
support their marketing processes. Medium (25%) and small (15%) businesses are even 
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more reluctant to adopt these systems. However, only 10% of the large businesses were 
unable to imagine using marketing tools in the future. This is very remarkable, 
particularly because CEOs have realised that marketing processes have high potential 
for improvement. Flaws of the traditional operation method are identified as: poor 
planning, delays, complexity, lack of information and unreliable knowledge 
management, the absence of integrated marketing information systems and inadequate 
management of media assets (Kleiner, 2004). 
Much of the work of marketing departments is neither value generating nor conceptual. 
Routine jobs and administrative duties require up to 2/3 of labour time (Holzer, 2008). 
A multiplicity of time killers is responsible for this situation, a key factor being that data 
are stored local or in personal inboxes; hence, other users are unable to find and use 
these files. This is intensified by the fact that data storage and indexing is often guided 
by individual interests and therefore incomprehensible to other team members. Media 
files are seldom stored in-house in the highest possible resolution. Instead, marketing 
agencies repeatedly deliver the same media files, the only difference being the specified 
resolution. New version information is not expressly communicated. According to 
Bundesregierung (2008) digitaIisation and thus the convergence of media and 
communication will be an essential mainspring in the future. These tendencies impose 
the need for consistent, convergent communications and significantly influence the 
topic of MAM (Douglas and Craig. 2011; KeJler, 1999; van Niekerk, 2007; Scholz and 
friends, 2010; McEachern, 1998; Worthy, 2005). 
To summarise, there are several interesting trends in the area of media asset 
management. CEOs have realised that traditional processes are unable to meet the 
demands of modern marketing. For customer-oriented marketing, it is necessary to 
eliminate routine jobs, administrative duties and time wasters. The use of modem IT 
systems such as MAMSs enables employees to redirect their focus to tasks that add 
value. Davey (2011 a:3) points out in this context: "We are learning that the sum volume 
of digital assets grows exponentialIy, and that growth is not slowing. In a world 
overloaded with digital information, marketers need to harness data effectively. They 
must also protect themselves - not only from excessive and cluttered information, but 
from erroneous information as well". 
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2.3.10 Conclusion 
MAMSs can help companies leverage their expensive and valuable media data in an 
ideal way. Employees and partners with access rights are able to find and use relevant 
media files 24 hours a day, seven days a week from anywhere in the world. This yields 
a number of benefits, both monetary and strategic. The increasingly tough competition 
requires that companies of an sizes become involved in media asset management. 
As a result, MAM is an opportunity for marketers and marketing staff to dispense with 
work that is very time consuming and creates little or no value. The automation of 
processes in marketing is much less advanced than in other business sectors. With the 
need to do more with less, magnified not least as a result of the global financial crisis, 
MAMSs offer interesting functionality and are more than merely an alternative to the 
previous method of operation. Forsyth's (2004:228) expressed this quite aptly: "Content 
management - A prerequisite to marketing and sales effectiveness". 
2.4 Maturity models 
Maturity models are used to measure, assess and optimise processes (Saco, 2008; de 
Oliveira and Ladeira, 2000). They have high practical relevance. There are currently 
more than one hundred different maturity models (Saco, 2008). They are used to 
compare best practices against real processes, to identify strengths and weaknesses as 
wen as potential for optimisation and to provide advice on further steps. 
2.4.1 Introduction 
According to Buhl (2007) measurement of maturity is directly linked to the following 
expectations: Users should be able to obtain information on where they stand and the 
quality of their performance. They should receive information on their current status. 
The measurement of maturity should also give an appraisal of how far companies are 
removed from best practice standards. That means maturity measurement should enable 
companies to compare their current status in a specific area to others and aJ]ow them to 
find and define a benchmark. Finally, maturity measurement should also be part of a 
planning process. As an outcome, maturity model users should receive advice on what 
they can do to improve their performance and what the most important action steps are 
along the way. Buhl (2007) also formulated several requirements for maturity 
measurement. Objectivity needs clear criteria to determine a specific maturity level. An 
efficient process to evaluate the maturity level is necessary. Maturity measurement must 
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be effective, therefore explicit and unambiguous results are essential. It should be 
possible to adapt the measurement system to different organisations, ideally 
independently of size, industry, etc .. Furthermore, results must be comparable to enable 
benchmarking. 
2.4.2 Definitions 
In general maturity could be defined as the "state, fact or period of being mature" 
(Oxford Dictionary, 2009) or as "the quality or state of being mature", meaning a full 
development has taken place (Merriam-Webster, 2009). 
Paulk et a1. (1993) describe the difference between mature and immature organisations 
in the table below. 
Immature organization 1\1 ature organization 
"In an immature organization, there is no "In a mature organization, managers monitor the 
objective basi~ for judging product quality or for quality of the software products and the process 
solving product or process problems. Therefore, that produced them. There i~ an objective, 
product quality i~ difficult to predict. Activities quantitative basi .. for judging product quality and 
intended to enhance quality such as reviews and analyzing problem'> with the product and 
testing are often curtailed or eliminated when process. Schedules and budgets are based on 
projects fall behind schedule". hi<;torical performance and are realistic; the 
expected results for cost, schedule, functionality, 
and quality of the product are usually achieved. 
In generaL a di<;ciplined process is consistently 
followed because all of the participants 
understand the value of doing so, and the 
necessary infrastructure exi<;ts to support the 
process". 
Table 11: Comparison of Immature and mature organizatioJ1.'i (Paulk et al., 1993:2) 
Clearly, the main differences are in the field of: objective judgment, time, cost, quality, 
appreciation and infrastructure. Two schools played a pioneering role in initialising the 
topic of maturity models (Wettstein and Kueng, 2002): Richard Nolan (Harvard 
Business School) and Humphrey Watts (Camegie Me])on University). Nolan's model 
was originally based on four stages (initiation, expansion, formalisation and maturity) 
and was later enhanced to six stages by introducing the stages integration and data 
formalisation (new stages 4 and 5 between formalisation and maturity). The Watts 
model, called the CMM (Capability Maturity Mode)), was developed in the 1980s and 
has become a standard for the improvement and judgment of software processes. It 
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describes five consecutive maturity levels: initial, repeatable, defined, managed and 
optimising. The CMM (Capability Maturity Model) is now the most popular maturity 
model. 
In business the term maturity or maturity level has meanwhile also been linked to 
models that measure and analyse the performance and quality of business processes. 
Rosemann and de Bruin (2005:3) point out that "recently a number of models to 
measure the maturity of business process management have been proposed". The two 
primordial models brought about many different spin-offs. This is the answer to the fact 
that maturity models are well accepted in today's management and business as well as 
in research (Wettstein and Kueng, 2002). Copeland (2008) refers to a few of them citing 
34 different models and therefore demands the development of a "Maturity Maturity 
Model" (M3). Saco (2008: 12) points out that "there are 100-200 Maturity Models in 
existence today". And Guldentops (2003:2) advises: "Maturity measurement - first the 
purpose, then the method" clarifying that there is no ultimate model in existence. This 
advice encourages a closer inspection of several of the more interesting models in order 
to obtain an idea of the purpose for which they were developed. The following review is 
limited to just a few of the models that the wide-ranging analysis brought to the 
researcher's attention. Furthermore, a comparison of these models is also presented in 
chapter 4, where the Media Asset Management Maturity Model is constructed. 
2.4.3 Relevant maturity models 
In this chapter several different maturity models that impact the evaluation of the Media 
Asset Management Maturity Model (MAM3) are presented. As mentioned above, there 
are more than one hundred maturity models in existence today. Consulting companies in 
particular find them very helpful and create new models nearly every day. The selection 
of models presented below was reduced to several models found to be beneficial in the 
development of the Media Asset Management Maturity Model. 
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2.4.3.1 Capability Maturity Model Integration (CMMI) 
Since 2003, the Capability Maturity Model (CMM) has been successively displaced by 
the Capability Maturity Model Integration (CMMI). The reason for this is that the 
original model was enhanced in an uncoordinated way. CMMI defines five maturity 
levels: initial, managed, defined, quantitatively managed and optimising. According to 
SEI (2007) CMMI offers several benefits. Schedule and budget predictability, cycle 
time, productivity. quality, customer satisfaction, employee morale and return on 
investment could be improved while the cost of quality could be decreased. 
A study from Carnegie (2007:27) analysed performance achievements through the 
adoption of CMMI in 30 different organisations. Six different performance categories 
were chosen and the median improvement for was evaluated for each category. 
Perfonnance category Median improvement 
Cost 34% 
Schedule 50% 
Productivity 61% 
Quality 48% 
Customer satisfaction 14% 
Return on investment 17% 
Table 12: Perrormance improvement through adoption or CMMI (Carnegie, 2007:27) 
Furthermore, an appraisal of 1,377 organisations on the basis of CMMI indicated that 
the companies had reached the following maturity levels: initial 1.9%, managed 33.3%, 
defined 33.8%, quantitatively managed 4.4% and optimising 18.2% (not given 8.4%). 
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2.4.3.2 Business Process Management Maturity Model 
Taking into consideration the ri sing requirements in the area of process orientation, the 
Business Process Management Maturity Model (BPMMM) is based on a research 
project carri ed out from Rosemann and de Bruin (2005). Six core factors (strategic 
alignment, governance, method, information technology, people a.nd culture) were 
analysed. 
Figure 7: Jlusiness Process Manngemcnt Mnturity Mlldel (Rosemnnn and de Oruin, 2005:4). 
The initi al factors were determined through an exten ive literature review and have 
been tested in a pilot study (case studies and surveys) of Australian companies. A 
deeper understanding ought to be generated through a Delphi study. 
However, no such study was completed, which thus led to several limitations. The aim 
of this research project "was to create a model that had wide practical application and 
acceptance" (Rosemann and de Bruin, 2005:6). 
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2.4.3.3 BPM Radar 
The BPM Radar developed by MUlier and von Thienen (2006) is based on a concept 
paper of the BPM e-think-tank. The starting point is here also the awareness that 
corporate success is directl y linked to the quality and performance of processes. 
Additionall y, the authors point out that BPM has gained new importance through 
modern information systems that focus on process oriented architectures. 
BPM Radar 
A. Strategy and customer 
H. Staff and responsibilities B. Modelling and process 
architecture 
'--~-----G-*,"---~~-~ C. Organisat ion and G. Informat ion t echnology , 
leadership 
E. Process model and 
project management 
Figure 8: Business Process Management Radar (Muller a nd von Thienen, 2006:11 ) 
Within such systems it is possible to optimise activities through modelling, automation 
and controlling. Speciali sed best practice approaches and methods of several partitions 
are therefore integrated and adapted to one another. 
It was poss ibl e to visualise the results of the different areas based on a detai1 ed scoring 
system using a radar chart and provide a quick and informati ve overview of the current 
status. From this point it is poss ible to follow the presented action alternati ves. 
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2.4.3.4 Maturity Model for Performance Measurement Systems 
Wettstein and Kueng (2002) present a Maturity Model for Perfonnance Measurement 
systems. The two traditional models by Nolan and Watts mentioned above were the 
point of departure and these models were adjusted with data from a number of case 
studies with regard to several different dimensions. 
Scope of 
measurement 
Communication 
of results 
Figure 9: Six dimensions of performance ml'asurement systl'ms (Wettstl'in and Kueng, 2002:6) 
However, the original assumption that dimensions are independent of one another was 
not confirmed. Instead, the authors found a pattern that increasing one dimension 
caused one or more other dimensions to increase as well. The four defined maturity 
stages (ad hoc, adolescent, grown-up and mature) result in a matrix (4x6), which is used 
as the basis of assessment. 
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2.4.3.5 Enterprise Content Management Maturity Model (ECM3) 
The Enterpri se Content Management M aturity Model (ECM3) from Pelz-Sharpe et al. 
(2009) attempts to draw a roadmap for companies wishing to organi se unstructured 
content. The ECM3 is "like all maturity models partly descriptive and partly 
prescripti ve" (Pelz-Sharpe et al. , 2009:5). 
The model defin es fi ve levels for three different categori es. So possible levels include: 
unmanaged, incipient, fonnati ve, operati onal and pro-active. The three categori es are: 
human, information and systems. These are described by 13 dimensions which "should 
apply across any ente rpri se regardl ess of industry, size, technology and business 
objecti ves, although some dimensions would sure ly take on greater or lesser importance 
under different circumstances" (Pelz-Sharpe et al. , 2009:7). 
Figure 10: Maturity dimensions of the ECM3 (Pclz-Sharpc ct al., 2009:8) 
The model presented gives detail ed definiti ons for every dimension and for the fi ve 
levels described above. To clarify the existing pos ibilitie even further, the information 
is grouped into a 5x 13 matri x. For each of the 65 fi elds an even more precise definition 
i pre. ented. This prov ides users with an ideal guideline for class ifying their own 
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maturity levels for each of the 13 dimensions and helps them obtain a good impression 
of their current status and further steps for improvement. The description of the model 
also includes detailed information for every category on how to reach the next level or, 
if already achieved, how to maintain level five. 
2.4.3.6 Process and Enterprise Maturity Model (PEMM) 
Hammer (2007a: 113) describes mature processes as processes that "are capable of 
delivering higher performance over time". His Process and Enterprise Maturity Model 
does not describe how a process should be. Rather, it shows whether the requirements 
for a change are appropriate and offers advice on how to eliminate deficits and measure 
progress. Thi s is why Hammer (2007) considers this model to be a possible alternative 
that is independent of the corporate sector analysed. Five enablers of process 
performance and four levels of enab ling maturity are described (Hammer, 2008). 
Several variables and indicators for these variab les are defined for each scope, thus 
guaranteeing sea mless adoption. 
Categories Variables 
a Leadership A wareness. A lignment , Behaviour, Style 
·C 
.a Team work, Customer focus, Re ponsibility, Auitude ~ Culture E towards change 
a.I 
rIJ 
'C Expcrti~e People, Mcthodology fr 
~ 
= ~ Governance Process model. Accountability, Integration 
De ign Purpose, Context, Documentation 
a Performers Knowledge, Skill. Behaviour 'I: 
S 
~ 
E Owner Identity, Activities, Authority 
~ 
0 Infrastructure Information systems, Human resource systems 
"" Q.. 
Metrics Deliniton, Uses 
Figure 11: Categories and variables of the Process and Enterprise Maturity Model (Hammer, 2007) 
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2.4.3.7 Specialised marketing maturity models 
Literature about specialised marketing maturity models is very rare. Consulting 
companies in particular concern themselves with the terminology "marketing maturity 
model". Both a consistent parlance and a de-facto-standard are lacking. In addition none 
of the academic literature found describes the term or the concepts behind it. Among 
other reasons, this may be traced back to the fact that this is a relatively new topic that is 
more practically oriented in nature. 
Aprimo (2008) has developed a Marketing Operations Maturity Model (MOMM) that is 
based on the ISO 9000 standard. It should help companies mature their marketing 
processes over the following four stages: ad hoc, repeatable, managed and optimised. In 
the ad hoc stage there is little documentation, success is directly linked to a few 
employees (with high skills and motivation) and no measurements are performed. In the 
repeatable stage processes are documented and some processes or parts of them are 
supported through information technology. In the managed stage performance is 
systematically measured and information technology is used extensively. Regularly 
recurring workflows are automated. In the optimised stage measurement is expanded 
and ongoing revision and inspection of the whole system is implemented. 
The Digital Marketing Maturity Model (DM3) from Webtrends (2009) is an approach 
specialised in measuring several digital marketing channels. It "provides a framework 
and objective criteria to determine the sophistication of an organization's measurement 
and analysis skills, staffing and best practices across multiple digital marketing 
disciplines, from web sites to social media" (Webtrends, 2009: 1). The six core areas 
are: measurement strategy, analytics resources and domain expertise, data integration 
and visualisation, data analysis and insight, adoption and governance and ongoing 
optimisation. As in the Aprimo model they refer to four different maturity levels and 
give detailed descriptions for every maturity level in every area. Webtrends (2009) 
recommends involving several staff members from different departments to get a more 
validated view of the company's situation. 
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2.4.4 Criticism of maturity models 
Although maturity models are well accepted in today's business world due to the fact 
that they offer a simple and valuable option for measuring performance in a specific 
area, there is much criticism regarding their intrinsic value. Most of this criticism 
originates from the scientific community. 
Becker et al. (2009a) present several frequently named weaknesses of maturity models. 
Their impression is that there is a certain arbitrariness to the development of maturity 
models. There is often no or only a negligible description of the evaluation of a specific 
maturity model. In addition, information about the creator and therefore about possible 
inherent biases is missing. There is insufficient verification of whether a model is able 
to measure what it was designed to measure. They also note that the highest possible 
level is not always the most sensible level for a specific company. Most maturity 
models evolve based on subjective impressions and their quality is thus extremely 
dependent on this factor. The fact that new maturity models are often based on other, 
already existing maturity models leads to a set of problems - namely the proliferation of 
mistakes. Furthermore, the approach to developing maturity models is not always an 
iterative one and maturity models are not always continually adjusted in response to 
changing conditions. 
Similar criticism is offered by PoppelbuB and Roglinger (2011). They point out that 
many maturity models tend to reduce the complexity of reality too much. In this context 
it should be mentioned that the use of ordinal scales in particular as normal practice in 
the area of maturity models is amplifying this trend. It is further argued that many 
maturity models lack an empirical foundation and that past maturity models do not 
consider alternative methods in achieving a formulated aim. A lack of options for 
configuring maturity models resulted in a missed opportunity to take individual existing 
realities of different companies into account. This leads to a limited bandwidth for the 
adoption of a certain maturity model. Like Becker et al. (2oo9a), they review the 
inadequate documentation of maturity models, especially in the development phase. 
Further criticism is centred on the fact that many maturity models focus too heavily on 
achieving best practices instead of concentrating on critical success factors for a 
continuous improvement process. Additionally. they question some maturity models' 
right to exist based on the fact that many very similar models with the same focus have 
been shaped before. Finally. the executed composition of a new maturity model on the 
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basis of the CMM without a detailed reflection and justification demands critical 
scrutiny. 
Mettler (2010) also writes about several weaknesses of maturity models. Initially he 
assumes that many models do not explain what and how activities for improvement 
should be executed. He points out that this "knowing-doing gap can be very difficult to 
close, even when the decision makers know what to do" and that "maturity models give 
decision makers a falsified certainty to solve their problems" (Mettler, 2010: 78). The 
CMM and the CMMI in particular must be regarded carefully in this context, because of 
the clear focus on processes and only minor consideration of human potential. 
Moreover, too powerful an emphasis on maturity models can also increase bureaucracy. 
Innovation and creativity can sometimes suffer from this effect. The fact that maturity 
models are often built on basis of success factors from previous projects and the skill of 
key informants must also been seen critically, because neither of these guarantees 
success for the future. Mettler (2010) further refers to de Bruin et al. (2005), who make 
insufficient tests responsible for the limited validity, reliability and generalisability of 
maturity models. 
Clear and focused criticism of the CMM as the most commonly used maturity model is 
presented from Bach (1994). Based on this research, main weaknesses include: the fact 
that "CMM has no formal theoretical basis", it is "based on the experience of very 
knowledgeable people", "CM M reveres process, but ignores people" and 
"counterexamples in the form of successful level 1 organizations" (Bach, 1994: 13pp). 
This criticism is also highly transferrable to most other maturity models. 
The problem of correctly selecting a fitting maturity model is the basis of the discussion 
in Roglinger et a1. (2012). The reasoning here being that "information about realistic 
benefits is" not always clear (Roglinger et al., 2012:339). Companies adopting a 
maturity model must therefore define intention, purpose and scope in detail. 
Furthermore, Roglinger et al. (2012) support criticism already presented above as the 
oversimplification of reality, lacking an empirical basis and neglecting alternative 
methods of improvement. In addition, they refer to Mettler and Rohner (2009) and King 
and Kraemer (1984), who present further weaknesses of maturity models likewise 
mentioned above. 
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To sum up, there are several legitimate individual points of criticism about maturity 
models. Many of them deal with the development of such a model and the missing or 
often hardly comprehensible documentation. Nevertheless, maturity models are, if used 
correctly, very useful tools for guiding managers and project owners through a complex 
issue such as MAM. Models as limited, reduced and abstracted representations of 
reality should never claim to be universally applicable or without limitations. One of the 
core challenges of the development and the application of maturity models is therefore 
finding the very narrow boundary between sensible simplification of reality and 
applicability and acceptance in a real business world. 
2.4.5 Development of maturity models 
The individual construction of a fitting maturity model is widespread (Wettstein and 
Kueng, 2002). Nevertheless. development is a difficult process because many variables 
are concerned and a detailed process description of how existing maturity models were 
developed is often absent. The analyses of the existing maturity models have shown that 
authors often give a detailed description of the categories, variables and levels, but do 
not inform the readers about their evaluation framework. 
The literature analysis plainly indicated that very little research is available on the 
evaluation process of maturity models. Although there are more than one hundred 
maturity models in existence today, the processes used in their evaluation remain 
confined to the margins. Knackstedt et a1. (2009) and Becker et a1. (2009) think that the 
evaluation of maturity models should have a clear guideline and follow several 
successive steps. Moreover, they refer to the work of de Bruin et al. (2005) and Scott 
(2007). stating that many maturity models developed in the past stemmed from the field 
of practical application as well as science. The relevance for companies using maturity 
models to measure their performance and to optimise processes will continue to rise in 
the future. 
Most maturity models are used in the area of information technology. Due to the fact 
that a maturity model is dependent on the person who made the model, the users of the 
model and the time when the model was built, a clear documentation of all the basic 
conditions and underlying assumptions is necessary. It must be clear which problem and 
which target group was addressed. A comparison with existing and similar models is 
often valuable. Becker et al. (2009a) analysed several maturity models concerning their 
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documentation quality. They examined several existing maturity models. Is there a link 
to existing maturity models? Does the documentation give information about the 
development and evaluation steps? Is there a detailed description of the development 
process? In their summary, they assert that the development of maturity models is often 
only fragmentariIy documented. Very few maturity models are well-documented. Most 
of these well-documented maturity models are based on scientific research. Maturity 
models developed by companies, e.g. consulting firms, are often poorly documented. 
The view they present in their paper is quite interesting, in spite of the fact that their 
research was limited to just 51 maturity models and could therefore be seen as a very 
small sample size. 
As described above, many maturity models are developed without a recurrent theme. To 
make the maturity model understandable and useful for the target group, good 
documentation is required. Knackstedt et al. (2009) and Becker et al. (2009) have 
developed a process model for the development of maturity models. The substance of 
their work is that it is necessary to follow several iterative steps. As they worked in the 
same team at the same university, it is not surprising that the views presented are very 
similar. These steps are described in the following. 
A comparison with existing models should justify the need for the development of a 
new maturity model. This makes sense because there is only need for a new model if the 
existing models are unable to adequately cover the topic. Maturity models should be 
developed through an iterative approach. Using several steps that build on one another 
guarantees a reasonable outcome. Underlying assumptions, basics and functional 
fulfilment should be evaluated. The development of maturity models should be based on 
different research methods. The use of these methods should be justified and the 
methods should be harmonised. The relevance for science or practice must be 
demonstrable. It should be evident why this new model contributes to professional 
practice or to scientific research. The future field of application and the assumptions for 
the application must be defined. In addition, the maturity model must be organised in a 
manner that takes individual expertise, field of application, etc. into account. 
The point of view put forward in this paper is that the development of a maturity model 
is a complex process. Hence, several steps must be carried out to guarantee that the 
evaluation is target-oriented. The steps described above will be the basis for the 
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evaluation of the Media Asset Management Maturity Model (MAM3). The reason for 
this is that the steps presented here are readily understood, reasonable and practicable. A 
more detailed description will be given in the methodology section. 
2.4.6 Conclusion 
As outlined above, maturity models provide an excellent opportunity to measure the 
current status of processes in a specific subject. What is more, they can also provide a 
guideline for further steps by comparing the current status with benchmarks and best-in-
class performance. Many different maturity models were found and discussed that are 
located at the interface to media asset management. But a specialised Media Asset 
Management Maturity Model does not exist. The relevance of the topics media asset 
management and maturity measurement justifies the development of this new maturity 
model. A clear development process must be established in order to guarantee practical 
relevance and usefulness. Knackstedt et al. (2009) and Becker et al. (2009) have 
developed such a process. Their work could therefore be seen as the baseline for the 
development of the Media Asset Management Maturity Model (MAM3). General 
criticisms and weaknesses of maturity models are widely discussed above and wil1 be 
kept in mind in the ongoing process. 
2.5 Performance measurement and improvement 
"A performance measure can be defined as a metric used to quantify the efficiency 
and/or effectiveness of an action" (Neely et al., 1995:80). Every company around the 
world has some process for measuring performance. Nevertheless, there are many 
differences between the various methods and the level of detail. 
In the meantime, several newer approaches are now in use and are beginning to replace 
conventional measurement practices. Financial measures are supplemented by non-
financial criteria. Relevant indicators are now no longer solely based on past data. In 
addition, measurement systems are incorporating more and more performance factors. 
Among other things, this could be traced back to the development of modem IT systems 
that are much better equipped to handle large volumes of data. Performance indicators 
for innovation, learning and change have found their way into modem performance 
measurement systems and more measures are used to give evidence for long-term trends 
(BPIR, 20 I 0). 
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2.5.1 Introduction 
Maturity models are used to measure performance and give advice for performance 
improvement (Hammer, 2007; de Oliveira and Ladeira, 2000). This chapter provides an 
overview of performance measurement and performance measurement systems. The 
overview begins by defining some of the key terms. 
2.5.2 Definitions 
Performance measurement could be defined as "process of quantifying the efficiency 
and effectiveness of an action" (Neely et al., 1995). Drucker (I 998:67) describes 
efficiency as "doing things right" and effectiveness as "doing the right things". Bull 
(2007) in contrast refers to efficiency as "the economic use of scarce resources" and to 
effectiveness as "the production of a result effect". 
Mouzas (2006) confirms the proposition that efficiency and effectiveness are central 
terms for performance. Referring to Clark (1921) and Moran and Ghoshal (1999), he 
defines efficiency as "a necessary condition or hurdle as the company's operating 
margins reflect" and referring to Gaertner and Ramnarayan (1983) and Mass (2005) the 
term effectiveness as "the company's ability to generate sustainable growth in earnings 
in its surrounding networks" (Mouzas, 2006:2). Efficiency and effectiveness should 
therefore not be regarded independently of each other: "A balanced approach that aims 
at high efficiency and high effectiveness would require companies to stretch their 
endeavours in business networks" (Mouzas, 2006: 1 0). 
Low effectiveness High effectiveness 
High Unimportant things done well Important things done well 
efficiency Good execution with low impact on Very productive, should be used as 
business and clients prototype for other scopes 
Relation to MAM: Relation to MAM: 
MAMSs are able to help staff to better MAMSs already in use? Typical 
understand priorities by providing condition after successful redesign and 
progress reports and information on automation of processes. Often linked to 
steps completed by other team connection to other information systems 
members to reduce media discontinuity 
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Low Unimportant things done poorly Important things done poorly 
efficiency Crisis - total realignment necessary Essential work not optimally executed by 
(management/staff) several employees 
Relation to MAM: Relation to MAM: 
Good starting point to think about a Classic and frequently cited argument for 
MAMS. Target definition as well as the adoption of MAM. Targets are clear, 
execution could be supported. but efficiency could be enhanced by 
Therefore high potential for automating mundane tasks. 
optimisation. 
Table 13: DiITcrentiation efficiency and effectiveness with relation to MAM (source: the author, based on 
Younevercantell, 2008 and DartoleUi, 20(8) 
Kleiner (2004: 19) speaks in this context of "marketing transformation", which, among 
other things, is enabled by media asset management as a subcategory of marketing 
resource management. He points out that a marketing transformation leads to higher 
implementation efficiency thanks to enhanced product quality and reduced marketing 
costs paired with improved effectiveness resulting from more successful marketing 
activities and better margins. The former results e.g. in better collaboration, reduced 
process bottlenecks, less effort expended on non-value creating tasks, reutilisation 
instead of new creation and automated marketing processes. The latter reduces time-to-
market, leads to more consistent marketing communication and optimises the success 
rate of marketing activities, decisions and investments. 
2.5.3 History 
In their article "Quantifying the Performance of Work flows" lansen-Vullers et a1. 
(2007:333) describe the benefit of business redesign and provide an overview of many 
of the relevant performance measurement systems developed over the last 20 years: 
• Performance Pyramid (Cross and Lynch, 1988) 
• Performance Measurement Matrix (Keegan et al., 1989) 
• ResultslDeterminants Matrix (BrignaIl et al., 1991) 
• Balanced Scorecard (Kaplan and Norton, 1992) 
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• Devil's Quadrangle (Brand and Kolk, 1995) 
• Performance Prism (Adams and Neely, 2002) 
The key point of their paper is that performance can be described using five dimensions: 
"time, cost, external quality, internal quality and flexibility" (Jansen-Vullers et al., 
2007:333). 
2.5.4 Components of a PMS 
Components of a performance measurement system (PMS) are people, procedures, data, 
software and hardware (Wettstein and Kueng, 2002:3). 
People Procedures Data Software Hardware 
Procedures and Performance- Software for Personal Computer 
rules for defmition of extraction. OwnerofPMS performance relevant data (as-i .. transformation and or other vi<;ual 
indicators values) loading of data display unit 
People accountable To-be values of Database 
for the units Rules for data performance management Server 
collection software/data 
measured indicators 
warehouse software 
People setting-up Rules for data Performance results Data analysis Communication 
and maintaining the 
management (calculated data) software infras truc lure 
PMS 
Metadata: 
Presentation and 
Data suppliers Rules for data description of communication Storage system 
communication performance 
indicators software 
Internal and external Rules for use of 
users/stakeholders performance result .. 
of the PMS 
Table 14: Compnnent~ of a performance measurement system (Wettstcin and Kuen2, 2002:3). 
2.5.5 Trends 
De Toni and Tonchia (2001:47) point out that performance measurement has inter alia 
shifted from a financial view to more complex view including non-cost performances as 
well. Their argument is that traditional measures are not able to meet today's 
requirements. 
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Traditional perfonnance measurement Innovative perfonnance measurement 
Based on cost/efficiency Based on value 
Trade-off between performances Compatibility of performances 
Profit oriented Client oriented 
Short term orientation Long term orientation 
Individual metrics prevail Team metrics prevail 
Functional metrics prevail Transversal mctrics prevail 
Comparison with the standard Monitoring of improvement 
Aimed at evaluation Aimed at evaluation and involvement 
Table 15: Traditional versus innovative performance measurement (De Toni and Tonchia, 2001:47) 
The comparison of traditional and innovative measurements highlights the many 
differences between them. Contrary to the view of De Toni and Tonchia (2001), it is 
suggested that innovative measurements should be seen more as a method of 
augmenting traditional performance measurements, not as a substitute for them. 
Traditional performance measurement delivers useful feedback on a number of metrics 
that continue to pique managers' interest. In any case, it would be desirable to expand 
conventional performance measurement practises to include other non-financial issues 
as well. 
Performance measurement is a crucial management task. Managers are always looking 
for options that will help them measure performance in a simple, well-structured and 
meaningful way. Many different ways to measure performance have been established in 
the past. The traditional short-term, financially oriented view has now also been 
expanded to include other non-financial measures. Maturity models focused on 
measuring performance in specific areas provide an excellent opportunity to integrate 
this fresh perspective. Furthermore, they also provide recommendations for further 
steps. This is one of the main reasons maturity models are so relevant to practice. 
2.6 Conclusion 
The review of the literature produced several aspects that must be kept in mind for the 
development of the Media Asset Management Maturity Model (chapter 4). Relevant 
concepts such as business process management and enterprise content management 
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were discussed. Furthermore, a broad overview of medi a asset management and several 
matu rity models were presented in addition to a review of performance measurement 
and performance improvement and a reasonable framework for the development of a 
maturity model. 
This subject is as highly relevant fo r medi a asset management as for maturity models. 
The combination of these two topics is the bas is for the development of a Media Asset 
Management Maturity Model (MAM3). As ex isting maturity models focus on other 
disc iplines and practitioners are very interested in guidelines to profess ionalise process 
improvements, there is a powerful demand for more insight into this field. The 
theoretical framework below shows how the influencing concepts interact. 
I Concepts 
BPM 
Benefits 
Success factors 
Risks 
I 
Strategic 
BrandMgt. 
Converaence 
Satisfaction 
Increased use 
Creativity 
... 
I I 
fCM 
Benefits 
Functions 
Trends 
Benefits 
Cost 
Shipment 
Productivity staff 
Automation 
... 
Forces driving MAM I Usefulness of IT 
Internal 
Efficiency 
Effectivity 
Functions 
Range of use 
Benefits 
TIme 
Search times 
Data transfer 
Collabotratlon 
... 
External 
Globallsation 
Amountof Media 
... 
I 
I 
Benefits 
Crit ica 1 factors 
Best predictors 
Performance measurement 
I M aturity models 11 Other 
Competitive advantage 
Figure J 2: Theoretical framework (source: the author) 
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Furthermore, the literature review highlighted a gap in current knowledge, namely that 
no specialised Media Asset Management Maturity Model exists. There are already 
several maturity models for adjoining disciplines such as enterprise content 
management or business process management, but not specifically for media asset 
management. Due to the fact that MAM has several of its own characteristics that are 
very important for analysing the current status and action recommendations, a 
specialised Media Asset Management Maturity Model is absent from today's 
professional practice. This research tries to close this literature gap by developing and 
validating a MAM3. Three research questions are posed: 
• Research question 1: How can a Media Asset Management Maturity Model 
(MAM3) be developed? 
• Research question 2: Which categories, variables and levels must be included in 
a MAM3 to support an evaluation and further development of MAM activities? 
• Research question 3: Is it possible to verify the MAM3 through a quantitative 
analysis? 
There are several aims that should be reached by undertaking this research project: 
• Find KPls in MAM projects 
• Find understandable and verified arguments for consulting and sales 
• Find starting points for further research and development (R&D) 
The main objectives are defined as follows: 
• Generate a deeper understanding of the influence of MAM on marketing 
processes 
• Construct a maturity model specialising in MAM 
• Contribute to the methodological skills in the area of MAM 
As the Media Asset Management Maturity Model is a holistic model that is established 
to evaluate the current status of the MAM of a company, the variables included, their 
relationship, the used measures, a justification for the selection and the method of 
constructing the model are all presented in a separate chapter, namely chapter 4: 
"Building the Media Asset Management Maturity Model (MAM3)". 
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3 l\1ethodology 
This chapter outlines the methodology of the proposed research. An overview of the 
existing research paradigms and worldviews is presented, followed by a description of 
the researcher's philosophical stance. It also provides a comparison of existing research 
designs, a detailed description of the chosen research design (mixed methods) and a 
justification for this choice. The formulated research questions, the defined aims and 
objectives of the research and the related paradigmlworldview form the basis for the 
selection of a mixed methods approach and the sequential execution of an expert panel 
via e-mail interviews, a triangulation in a one-to-one telephone interview and a survey 
with users of a media asset management system (MAMS). 
3.1 Introduction 
According to Saunders et a1. (2007:602) methodology is defined as "the theory of how 
research should be undertaken, including the theoretical and philosophical assumptions 
upon which research is based and the implications of these for the method or methods 
adopted". Remenyi et a1. (2005:285) define methodology as "the procedural framework 
within which the research is conducted. It describes an approach to a problem which 
may be operationalised into a research programme or process, which Leedy (1989) 
formally defines as an operational framework within which the facts are placed, so that 
their meaning may be seen more clearly". 
It is evident that the underlying research paradigm is important and is the first step taken 
when selecting a research design and, consequently, the appropriate research method(s). 
The apparently interchangeable utilisation of the terms "methodology" and "method" in 
the literature is not continued here because "methodology is the overall approach to 
research linked to the paradigm or theoretical framework, while the method refers to 
systematic models, procedures or tools used for collection and analysis of data" 
(Mackenzie and Knipe, 2006:5). 
The figure below illustrates the logical flow of this chapter. 
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Philosphophical stance 
Research design 
Research methods 
Figure 13: Logical now chapter 3 (source: the author) 
3.2 Philosophical stance 
Positivist 
Phenomenologist 
Etc. 
Quantitative 
Qualitative 
Mixed methods 
E-Mail interview 
One-to-one telephone interview 
Survey 
Fishman (1978:531) points out that "all knowledge is knowledge from some point of 
view". In this context, Col1is and Hussey (2003) describe research paradigm as the 
general approach to research reflecting the researcher's philosophies and assumptions 
about the world and the nature of knowledge. Philosophical underpinnings and therefore 
the different assumptions of the existing research paradigms have an important 
influence on research design (BuITel and Morgan, 1979) and likewise play a role in the 
appropriate research method(s) and the adoption of suitable techniques (Feilzer, 2010). 
Mackenzie and Knipe (2006:2) put it simply: "without nominating a paradigm as the 
first step, there is no basis for subsequent choices regarding methodology, methods, 
literature or research design". Holden and Lynch (2004:399) wrote that "the 
researcher's view of reality is the cornerstone to all other assumptions". And Thietart et 
at. (1999: 115) say that the "epistemological positioning will have a decisive influence 
over the design a researcher will be able to implement". Creswell and PIano Clark 
(2007:3) also suggest it is important to "examine preliminarily considerations" in 
particular to "identify a worldview stance" for any mixed methods enquiry. Looking at 
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the literature, each paradigm makes assumptions about ontology, "the branch of 
metaphysics concerned with the nature of being" (Oxford Dictionary, 2008) and 
epistemology, the "theory of knowledge" (Machlup, 1952:34). 
The alignment of a research paradigm is strongly affected by the personal background 
of the researcher (Remenyi et al., 2005). The way of thinking and the education of a 
researcher play an essential role. This researcher's background is in the study of 
humanities (business and law). He has worked as a freelance consultant for a leading 
software vendor of MAMSs in Germany for six years. Prior to this, he gained 
experience as marketing and business development director for several internationally 
operating companies in different industries (lCT, wholesale, retail). In his day-to-day 
business he is in constant contact with customers and partners enquiring about benefits, 
performance improvements and ROI factors in the area of MAM. Hence, the question 
often arose whether and how it is possible to measure them. With the beginning of the 
DBA program the idea of investigating whether a specialised Media Asset Management 
Maturity Model (MAM3) could be developed as an instrument to judge the current 
status of a company's MAM and showing which steps could be undertaken in the future 
for improvement matured. It should be noted in particular that the author enjoyed access 
to several globally operating companies using MAMSs along with experts in the field of 
MAM. 
Research in management and business is often very complex. In this respect it is 
questionable if it is really possible to reduce business problems to their simplest 
components. This research is about a technical innovation in the sector of information 
technology. MAMSs are often seen as "nice to have" and not as a "must", Thus, large 
samples of users do not exist or are not accessible with arguable costs, timeframes and 
expenditure. Moreover, there are many concepts and disciplines involved. Variables for 
the MAM3 originate from several approaches, including business process management, 
enterprise content management and media asset management. Furthermore, the 
procedure of the development of a maturity model as described by Knackstedt et al. 
(2009) must follow several compatible steps, which in turn lead to increased 
complexity. The complexity of the research, the question "what works?" (Johnson and 
Onwuegbuzie, 2004: 18) and the research questions on the other hand are the 
cornerstones of the perspective presented here. 
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Right from the beginning, the selection of the research topic, the choice of what and 
how to study is a value-laden process and shows that the researcher has certain interests 
and inherent biases. When examining the research questions it becomes clear that this 
research is about more than simply cause and effect. In the first step, a Media Asset 
Management Maturity Model is constructed. The goal here is the development of a new 
theory (MAM3), so it is not possible to reduce it to its simplest elements and engage in 
hypothetico-deductive reasoning (Easterby-Smith et al., 1991; Holden and Lynch, 
2004). The desired insights into relevant performance measures in media asset 
management projects are too complex to find law-like generalisations. The whole 
process is influenced by human beings and the challenge is "to enter the social world of 
our research subjects and understand their world from their point of view" (Saunders et 
al., 2007: 107). The central positioning of the researcher in this stage requires "a high 
degree of reflexivity" and the awareness that "the a priori knowledge and assumptions 
impact upon all aspects of the research" (Jaye, 2002:560). 
In the second step the Media Asset Management Maturity Model should be verified, 
that means it should be tested whether the model is able to deliver insights about the 
current status of performance in a MAM environment. Several hypotheses were shaped 
for this verification. The respective data material on whether to accept or reject the 
hypotheses is thus based on numbers generated through a survey. The data gathering 
instrument was a questionnaire that included the MAM3 along with a few questions 
about the current status of performance. Testing hypotheses requires a reduction to the 
independent and dependent variables. Therefore, a quantitative approach was used. 
In the area of mixed methods research, Creswell and Plano-Clark (2007) write about 
worldviews as another term for paradigms. They point out that research is always based 
on several basic assumptions that influence the character of the enquiry. Creswell and 
Plano-Clark (2007:22) refer to Creswell (2003) and present four different worldviews 
with different assumptions: postpositivism, constructivism, advocacy and participatory 
and pragmatism. The main assumptions and differences are listed in the table below. 
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Postpositivism Constructivism Advocacy and Pragmatism Participatory 
Determination Understanding Political Consequences of 
actions 
Reductionism Muhiple participant Empowerment and Problems centred 
meanings i<;sue oriented 
Empirical observation Social and hi<;torical CoIIaborative Pluralistic 
and measurement construction 
Theory verification Theory generation Change oriented Real-world practice 
oriented 
Table 16: Four world views used in research (Creswell and Plano·Clark (2007:22) referring to Creswell 
(2003» 
In spite of a few commonahties it is plain that each worldview makes different 
assumptions about ontology, epistemology, axiology, methodology and rhetoric. 
10hnson and Onwuegbuzie (2004:] 6) describe pragmatism as "the philosophical partner 
for mixed methods research". Their argument is that, first and foremost, research should 
be goal oriented, which means that an effective and efficient answer for the research 
questions should be found. Furthermore, Feilzer (2010: 13) claims that "pragmatism 
does not require a particular method or methods mix and does not exclude others. It 
does not expect to find unvarying causal1inks or truths but aims to interrogate a 
particular question, theory, or phenomenon with the most appropriate research method". 
Armitage (2007:8) writes in this context about the "implications for practitioner-based 
research" and that in such an environment rigor and practicability must live side-by-
side, making paradigm wars (Tashakkori and Teddlie, 2003) secondary. The perspective 
presented here illustrates that, for the researcher, pragmatism is the fitting research 
paradigm for this project. To substantiate this decision, a more detailed analysis is 
presented in the fol1owing. 
10hnson and Onwuegbuzie (2004) and Creswell and Plano-Clark (2007), among others, 
present and intensely discuss the assumptions of pragmatism. It is possible for singular 
and multiple realities to live side-by-side. The first part of the research creates several 
different views. Eight experts (two users of a MAMS, two consultants/analysts, two 
employees of a software provider and two scholars) are involved. Their diverse 
expertise is used to generate multiple perspectives on the Media Asset Management 
Maturity Model. In the second part of the research, several hypotheses are shaped and 
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tested. Both steps are needed to close the literature gap and to answer the research 
questions. Therefore, from an ontological perspective, pragmatism with the acceptance 
of multiple realities is a suitable approach for this research project. 
From an epistemological perspective pragmatism is characterised through pragmatic 
data collection ("what works?" (Johnson and Onwuegbuzie, 2004: 18». The goal 
orientation is paramount. Data is gathered to find an effective and efficient solution for 
the research question. In other worldviews researchers are either external in order to 
guarantee objectivity or internal in order to use the strengths of subjectivity. The role of 
values (axiology) in pragmatism includes biased and unbiased perspectives, while a 
worldview like positivism only accepts unbiased researchers. Therefore, the research 
process in pragmatism is often characterised by a combination of qualitative and 
quantitative data. These mixed methods approaches are able to generate new insights 
and to triangulate the findings in an ideal way. A "problem-centered" and "real-world 
practice oriented" (Creswe)) and Plano-Clark, 2007:22) approach is highly suitable for 
the DBA in particular as a practitioner doctorate. 
In any event, it is worth mentioning that the researcher shifted between different 
philosophical viewpoints during the research process. This was necessary to gather and 
analyse the data in the most effective and efficient manner during the various stages of 
the project and, by the same token, may be justified based on pragmatic considerations. 
The expert panel (chapter 5) aimed first and foremost at theory generation (construction 
of a Media Asset Management Maturity Model). Understanding of expressions and 
meanings of the experts (multiple participants) in a socially and historically constructed 
environment were therefore the focus of this part (Creswell and PIano-Cl ark, 2007:22 
referring to CresweJJ, 2003). Referring again to table 16, which presents the four 
different philosophical world views in research, it is apparent that a constructivist world 
view was the ideal choice for completing this task. 
In the one-to-one interview as well (chapter 6), which was used for triangulation 
purposes, the understanding of expressions (here in oral form) for theory generation was 
essential (CresweJl and Plano-Clark, 2007:22 referring to Creswe)), 2003). Qualitative 
data gathering and analysis require a great deal of flexibility and a more holistic view 
often based on powerful interaction between the researcher and the research subject. 
Constructivism with the ability to become part of the research process in a socially and 
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historically constructed world offered these options. A purely positivist or post-
positivist world view did not make any significant contribution to examining this 
challenge. 
The survey (chapter 7) in contrast aimed at the determination of correlations between 
the independent variables (data/media assets, management, user, processes and 
technology) and the dependent variable (performance). It was about theory testing and 
not about theory generation. This necessitated a reduction of a complex situation to a 
testable and verifiable model, which was the only way to achieve an empirical and 
objective measurement. Creswell and Plano-Clark (2007:22) referring to Creswell 
(2003) describe this world view within mixed methods research as post-positivism. 
As a pragmatist it was absolutely possible and sensible to move flexibly between the 
extremes of the different world views, because the research question as the main, 
dominating element within the whole project made this procedure necessary. 
3.3 Research design 
Research design is defined as "the plan that the researcher proposes to follow in the 
conducting of the research" (Remenyi et al., 2005:289). The research design is a part of 
the research process. Before planning a research design it is necessary that the 
researcher has understood his research philosophy and research approach (Saunders et 
al., 2007). Traditionally, a distinction is made between quantitative and qualitative 
research. 
Qualitative research "is empirical research where the data are not in the form of 
numbers" (Punch, 2006: 3). It "aims at understanding" (Mamia, 2006: no page number) 
and attempts to accurately "describe, decode, and interpret the meanings of phenomena 
occurring" in a "normal social context" (Matveev, 2002: no page number, referring to 
Fryer, 199]). Qualitative research is therefore used to describe, decode and interpret 
coherences (Winter, 2000). Strengths of qualitative research include: flexibility, 
possibility of gaining insights into unknown phenomena and background information, 
subjectivity, holistic view, interaction with research subjects. Weaknesses of qualitative 
research include: time and cost, quality of researcher has high impact on results, 
complex data analysis. 
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The method of data collection (both quantitatively and qualitatively) to be selected is 
strongly influenced by the research question, previous knowledge and pragmatic 
considerations. The main methods of data collection in qualitative research are 
observations, document analysis and interviews (Patton, 2002). Kawulich (2005: no 
page number) describes "participant observation as a data collection method" in detail. 
She presents several definitions, the history of participant observation, advantages, 
disadvantages and reasons and requirements for the use of participant observation. 
Regarding the research question and the aims and objectives of this research it is 
obvious that participant observation is not able to contribute to supporting these goals. 
In contrast, document analysis is "a systematic procedure for reviewing or evaluating 
documents - both printed and electronic material" and "requires that data be examined 
and interpreted in order to elicit meaning, gain understanding, and develop empirical 
knowledge" (Bowen, 2009:27). The building of the MAM3 (chapter 4) is based on this 
approach and could therefore be seen as a kind of document analysis. At the beginning 
of this research project very little information about performance measurement in the 
area of MAM was available. Before a reasonable discussion with experts to enrich the 
MAM3 was possible, it was necessary to analyse documents about MAM and related 
concepts such as BPM, ECM, performance measurement etc. to build an initial model. 
Interviews have very high relevance in qualitative research (Knox and Burkard, 2009) 
and expert interviews in particular can offer new insights in the exploratory phase of a 
research project (Bogner et al., 2009). Opdenakker (2006) presents the "advantages and 
disadvantages of four interview techniques in qualitative research". He writes that face-
to-face interviews have a long tradition, but with new communication technologies 
other methods such as telephone interviews, messenger interviews and e-mail 
interviews have become increasingly useful for researchers. Especially when the social 
cues of the expert are not relevant, all of these methods are appropriate (Opdenakker, 
2006). The decision for or against a particular technique is then strongly affected by its 
other advantages, disadvantages and pragmatic considerations (goal orientation, access, 
time, expenditure). The expert panel was therefore held via e-mail and the one-to-one 
interview (triangulation) via telephone. In the expert panel it was necessary to give the 
experts enough time to familiarise themselves with the MAM3 and to structure their 
thoughts. The content produced was transcribed automatically. As described by Meho 
(2006), researchers using e-mail interviews vary in their methods, some sending the 
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interview questions one by one and others sending them all in one e-mail (as in this 
research). Meho (2006: 1291) also indicates that several studies document that the 
quality of e-mail interviews is not lower than that of face-to-face interviews but e-mail 
interviewees "remained more focused on the interview questions and provided more 
reflectively dense accounts than their face-to-face counterparts". The triangulation was 
used to gather further in-depth information especially about inconsistent answers. The 
personal nature of these discussions was found to be a more suitable way to achieve this 
goal. 
A very simple definition of quantitative research is: "quantitative research is empirical 
research where the data are in the form of numbers" (Punch, 2006: 3). It attempts to find 
causal explanations (Mamia, 2006: no page number) and is based on the assumption 
"that there is an objective truth existing in the world that can be measured and explained 
scientifically", and therefore "own values, biases, and subjective preferences have no 
place in the quantitative approach" (Matveev, 2002: no page number). Quantitative 
research suits the goal of objective measurement, the quantification of a specific issue 
and the testing of hypotheses and statistical coherences (Winter, 2000). The second part 
of this research aims to verify the MAM3 by analysing relationships and testing 
hypotheses about maturity categories (independent variables) and performance 
(dependent variable). Strengths of quantitative research include: quantifiable, 
(often/sometimes) representative, objective, valid. Weaknesses of quantitative research 
include: not flexible, no explanations and no ideas for improvement delivered, isolation 
of parts of phenomena. 
Quantitative data can be coIlected through both primary and secondary data. Secondary 
data to verify the MAM3 in the planned way does not exist. Primary data for a 
quantitative approach can be collected through surveys, experiments and observations. 
The methods of observing and counting phenomena as they occur, and the 
implementation of an experiment, cannot contribute to this research and are therefore 
not further discussed. Remenyi et al. (2005:290) define a survey as the "collection of a 
large quantity of evidence, usually numeric, or evidence that will be converted to 
numbers, normally by means of a questionnaire". Surveys have a long tradition in the 
social sciences and especially in business and management and are frequently used for 
hypothesis testing, especially in combination with a questionnaire as the data collection 
tool (Remenyi et al.. 2005; Saunders et al., 2007). Questionnaire research is therefore 
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able to "obtain information that cannot be easily observed or that is not available in 
written or computerised form" (Remenyi et al., 2005: 150). 
The MAM3 that is developed should also be verified in the research. Therefore several 
hypotheses have been shaped to determine whether the included categories are 
positively related to performance. If so, the MAM3 could be a helpful and practical 
instrument for the measurement of the current status of performance in the area of 
MAM and a kind of roadmap for continuous improvement. Due to the fact that data to 
test these hypotheses cannot be gathered through observation and were not already 
available, a survey using a questionnaire for the data collection seems to be reasonable 
and purposeful approach. 
The decision of which specific research design and method to implement can be further 
supported considering the following six questions (Patton, 2002: 13). 
1. What are the purposes of the enquiry? 
The main purpose of this research is to develop and to verify a maturity model for 
MAM as a practitioner tool. The MAM3 should be able to measure the actual level of 
maturity in relevant areas and therefore give an indication about the performance of a 
company's MAM. 
2. Who are the primary audiences for the findings? 
The primary audiences for the findings are professionals (general managers, marketing 
managers, project managers, consultants) from companies already dealing with MAM 
or from companies that recognise the relevance of MAM for their future business. The 
model is initially built for end users, but will also be valuable for software vendors and 
consulting firms. 
3. What questions will guide the enquiry? 
Key elements are to create new theories (development of the MAM3) and to verify 
whether the MAM3 is able to fulfil this requirement (performance measurement in the 
area of MAM). Additionally, the MAM3 should be broadly accepted and used, and be 
an instrument that gives recommendations for improvement. 
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4. What data will answer or illuminate the enquiry questions? 
A variety of data is required in order to answer the enquiry questions. Firstly, qualitative 
data are needed that in-depth expertise to scrutinise and enrich the initial model and that 
support and expand the researcher's ideas and train of thought. Secondly, quantitative 
data are required and can be generated through a survey to verify the MAM3 by testing 
several underlying hypotheses. The need to combine qualitative and quantitative data in 
one study leads directly to a mixed methods approach. 
5. What resources are available to support the enquiry? 
Time and financial resources are limited as the research is carried out in the context of a 
doctoral thesis (DBA). But it was possible to gain very good access to professionals 
(end users, consultants, software providers) in the area of MAM and related disciplines. 
6. What criteria will be used to judge the quality of the findings? 
Criteria to judge the quality of the findings include traditional research criteria, such as 
rigor, validity and reliability. Furthermore, the quality is influenced by the acceptance 
and adoption of the MAM3 through potential users in their corporate practice. 
The following research design was chosen and further justified with regard to the 
answers to these questions, the key aspects of quantitative and qualitative research 
described at the outset, and the specific strengths and weaknesses of the different 
methods. More details about sampling, data collection and data analysis in the different 
stages of this research are presented in chapter 3.4. 
This research could be split up into two bigger parts. The first part is the development of 
the model. Therefore two steps have been undertaken. Step one: development of a 
MAM3 on the basis of an analysis of the literature (e.g. relating concepts, existing 
maturity models, etc). Step two: discussion, revision and triangulation of the initial 
model through an expert panel and a one-to-one telephone interview. The revised model 
was then verified in a survey (questionnaire) with users of a MAMS. The figure below 
outlines the proposed research design. 
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Selection of topic 
Literature review 
Identify literature gap 
Fonnulate resea~h questions, aiIm, objectives 
Philosophical stance of the resea~her 
Mixed methods approach 
Model building from literature 
Define categories 
Define variables 
Define levels 
Model revision 
E-mail interviews 
One-to-one telephone interview (triangulation) 
Sun'ey 
Pilot 
MAM users 
Present rmdings, limitations etc. 
Figure 14: Research design (source: the author) 
Following this research design also takes the recommended steps from Knackstedt et a1. 
(2009) and Becker et al. (2009) into consideration. The analysis of the literature and the 
evaluation of existing maturity models are the starting point for the development of the 
Media Asset Management Maturity Model. The literature is reviewed and the models 
are compared in terms of focus/goal, possible categories, variables and levels, strengths 
and weaknesses and their relevance for MAM. The research could be described as 
iterative in its entirety, because information generated through one source of 
72 
investigation was directly added to the model and a return to earlier steps was planned 
and conducted. In terms of the research questions the researcher ascertains that neither a 
purely qualitative enquiry nor a purely quantitative enquiry were able to deliver the 
expected outcomes. Consequently, the researcher decided to use a mixed methods 
approach. Several documents were established in order to guarantee target group related 
preparation: a detailed description as a guideline for working with the MAM3, a 
compressed worksheet to measure the current status and to offer advice on performance 
improvements and procedure recommendations. A scientific documentation wi11 be part 
of this thesis as well. 
3.4 Mixed methods research 
Tashakkori and Teddlie (2003:711) designate mixed methods research as "the third 
methodological movement" and point out that mixed methods research is a relatively 
new discipline, with initial steps having been taken in the 1980s. They refer to the high 
practical relevance and the literature emerging around this topic. KoJier (2008) sees the 
rising complexity and rapidly changing requirements for research as an activator for this 
new approach. Mixed methods research results from the idea of combining quantitative 
and qualitative data in a single study. There are several other terms used for mixed 
methods research, e.g. mixed research (John son and Onwuegbuzie, 2004: 17). 
Creswell and PIano Clark (2007:5) suggest that "mixed methods research is a research 
design with philosophical assumptions as well as methods of enquiry. As a 
methodology, it involves philosophical assumptions that guide the direction of the 
collection and analyses of data and the mixture of qualitative and quantitative 
approaches in many phases in the research process. As a method, it focuses on 
coJiecting, analysing, and mixing both quantitative and qualitative data in a single study 
or series of studies. Its central premise is that the use of quantitative and qualitative 
approaches in combination provides a better understanding of research problems than 
either approach alone", Another definition is presented from Johnson and Onwuegbuzie 
(2004). Mixed methods research is therefore "the class of research where the researcher 
mixes or combines quantitative and qualitative research techniques, methods, 
approaches. concepts or language into a single study" (Johnson and Onwuegbuzie, 
2004: 17). While Tashakkori and Teddlie (2003:711) define mixed methods as "a type of 
research design in which QUAL and QUANT approaches are used in type of question, 
research methods, data collection and analyses procedures. and/or inferences". 
73 
Mixed methods designs in business research are widely discussed (Koller, 2008). Koller 
claims that the many latent variables concerned in this topic compel even more 
researchers to demand mixed methods research in the business environment. Fringer 
(2010) argues that mixed methods research evolved out of the triangulation and 
combination of methods. According to Tashakkori and Teddlie (2003: 15), mixed 
methods research is able to "answer research questions that other methodologies 
cannot". From their point of view qualitative research is frequently used to develop new 
theory and quantitative research is often adopted for the verification of a theory. This is 
exactly what this research is about. The first part develops a new theory - here the 
MAM3. As mentioned above, the second part deals with the verification of the maturity 
model that was developed in advance. This is how the combination of the two 
traditional research approaches in a mixed methods approach to fulfil the goals of this 
research project is justified. The benefits of a mixed methods research design presented 
above underpin the evaluation of a Media Asset Management Maturity Model through 
this approach. In addition, Knackstedt et al. (2009) recommend the evaluation of 
maturity models on the basis of several iterative steps by combining different 
approaches and methods. 
Mixed methods research occurs in the form of "four major types of mixed methods 
designs" (Creswell and PIano Cl ark, 2007:59): the triangulation design, the embedded 
design, the explanatory design and the exploratory design. The triangulation design 
collects quantitative and qualitative data about the same issue and therefore tries to 
eliminate the weaknesses of one approach through the strengths of the other approach. 
In this design data is collected simultaneously. "The embedded design is a mixed 
methods design in which one data set provides a supportive, secondary role in the study 
based primarily on the other data type" (Creswell and PIano Clark (2007:67). In an 
explanatory design qualitative data is used to explain quantitative inquiry. An 
exploratory design is often used when a theory is missing or insufficient, or if variables 
that should be measured are hidden or not fully evaluated. In the light of this research 
Creswell and PIano Clark (2007:75) emphasise that "this design is particularly useful 
when a researcher needs to develop and test an instrument because one is not available". 
Looking at the research questions, this research tries to develop and test a Media Asset 
Management Maturity Model. Hence, an exploratory design is ideal for handling this 
challenge. The beginning qualitative part supports the evaluation of new theory, and the 
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following quantitative part is used to verify the Media Asset Management Maturity 
Model with statistical analysis. 
In contrast, Johnson and Onwuegbuzie (2004:22) present nine different forms of mixed 
methods research designs. Here they focus on the paradigm emphasis decision and the 
time order decision. This results in a four cell matrix shown in the figure below. 
Paradig1l1 
Emphasis 
Decision 
Eqtu11 
Status 
DOllUllant 
Status 
Tillle Order 
Decision 
Concurrent Sequential 
QUAL + QUAN QUAL~ QU~~ 
QUAN~ QUAL 
QUAL+quan QUAL~ quan 
qual~ QUAN 
QUAN~ qual 
QUAN+qual qUatl~ QUAL 
Figure 15: Mixed methods design matrix (Johnson and Onwucgbuzie, 2004:22) 
Regarding this matrix the research presented here could be classified as 
QUAL-+QUAN. The reason for this is that the qualitative and quantitative parts have 
an equal status and are carried out sequentially. Furthermore, Johnson and 
Onwuegbuzie, (2004:21) give a detailed overview of the strengths and weaknesses of 
mixed methods research. 
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Strengths 
• Words, pictu_. and narralive C.ln be us.ed to add meaning 
to numbers. 
• Numbers can be used to add precision to words. picturei. 
and narralive. 
• Can provide quantitative and qualitoitive reK"arch strengths 
(Le .• see itrengths listed in rables l ~nd 4), 
• Researcher un genef,lIe ;lnd tf."Sla Grounded theory. 
• un anslNtM' a broader ~nd more rompl~e range 0{ IMf-arch 
questions because the ~archer is not confined 10 al\ingle 
method or approach. 
• The specific mixed rese.lrch designJ discussed in this article 
halif!' specific srrengthlO and weaknesses IDalihould be con-
sidered (e.g., in a two-stage sequential design, the Stage 1 
results un be used 10 develop and inform the purpose and 
design 0/ the SloIge 2 componentl. 
• A r_archer COln use the strengths of o1n addition.ill method 
to overcome Ihe weaknes~ in another method by using 
both In a research study. 
• Can provide stronger evidence lor a conclUlOion through 
convergence and Corroboroition 0/ finding'. 
• un add in sights and understanding that might be missed 
when only 011 single ~hod Is uW!d. 
• Can be uW!d to Increase the generalizabiliry of the rei;ulls. 
• Qualitatilif!' and quanlitalive rew.>arch uw.od together produce 
fflOIe complete knowledge necessary to iniorm theory and 
practice. 
Weaknesses 
• Can be difficult for a single rese.ilrcher to carry out both 
qualil;athoe ;and quantiloltiye research, especially if two or 
fflOIe olpprOilChes are eXpec1ed to be used concurrently; it 
may require a resf'olrch team. 
• Re\.eollche, hu to learn ilOOut multiple """hods ilnd o1p-
pro.ac.hes and undt"slilnd how 10 mix them OIppropriOltt'ly. 
• Methodological purists cOnlendthar one !\hould alw.1)'§ won: 
within either iI qualjl.ltiv~ or ~ quantitative p.1roldigm. 
• More eXp«Islvr. 
• More time coniumlng. 
• Sclme oi the details oi mb.cd researcn rem.lin to be worked 
out fully by reseilfch methodologi~t!. (e.g .• problems 0{ par-
.ilriigm mixing. how 10 qualil.ltiytojy analyze quantil.ltille data. 
how to interp"'" conilicting rewlt~). 
Table 17: Strengths and weaknesses of mixed methods research (Johnson and Onwuegbuzie. 2004:21) 
3.4.1 Expert panel- qualitative approach 
Collis and Hussey (2003) and Thietart et a1. (1999) give practical advice on how to 
organise a research design and describe it as a structured process of several consecutive 
steps. Qualitative research can be descriptive, exploratory or explanatory (Yin, 2003). 
Descriptive research has "the purpose to produce an accurate representation of persons. 
events or situations" (Saunders et al., 2007:596). Exploratory research "aims to seek 
new insights into phenomena. to ask questions and to assess the phenomena in a new 
light" while explanatory research "focuses on studying a situation or a problem in order 
to explain the relationship between variables" (Saunders et al., 2007:598). 
After the model building on the basis of the literature an expert panel was used to 
discuss the model and to add value by applying their expertise. E-mail interviews with 
six experts and a one-to-one telephone interview with one expert were carried out 
iteratively. This step had several aims. At first the model generated on the basis of the 
literature review was monitored for completeness, intelligibility, applicability and 
responsiveness. Further categories, variables and defined levels were discussed. The 
one-to-one telephone interview triangulated the results in the next step (see chapter 
3.4.2). Even Bogner et al. (2009:2) recommend expert interviews as a form of data 
gathering in an exploratory environment, pointing out that "talking to experts in the 
exploratory phase of a project is a more efficient and concentrated method of gathering 
data than, for instance, participatory observation or systematic quantitative surveys". 
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3.4.1.1 Sampling 
Qualitative research, as used in this part of the mixed methods approach, generally tries 
to find in-depth information from relatively small samples while quantitative research 
normally addresses larger samples. Following pragmatism as an underlying worldview 
it is possible to use non-probability samples because in this case the "selection of a 
random sample is seldom if ever relevant" (Remenyi et al., 2005: 193). 
Patton (2002:243) writes about "purposeful sampling" in this context, taking into 
consideration that qualitative research follows totally different mechanisms than 
quantitative research. He further writes about 15 different methods of sampling, all with 
their own strengths and weaknesses. The sampling size is also determined by the 
research design. HUder (2000) points out that the selection of experts in the context of a 
Delphi study is both important and complicated. The complexity means there is only a 
slim chance of standardisation. He suggests that the selection of the experts must be 
strongly associated with the research question. Within the framework of qualitative 
approaches there are only one or two experts needed per perspective. According to 
HUder (2000), the reason for this is that the perception of problems is directly linked to 
the professional background of an expert. Hasse (1999) writes that the quality of a 
qualitative Delphi study with experts rises provided the experts have a different 
professional background and working environment, instead of building upon several 
estimations from experts from one field of activity. The expert panel carried out in this 
research is not a Delphi study. But the assumptions presented here could be used 
analogously. 
The result is that this research presents four different perspectives. The first perspective 
is the view of a software provider in the area of media asset management - with a clear 
focus on product details and features. The second perspective is that of the media asset 
management system users - they make a significant contribution to topics such as 
applicability and intelligibility, for instance. The third standpoint reflects the view of 
consultants with a background in business process management, performance 
measurement and improvement and maturity models. And finally, the academic 
perspective was included to guarantee robustness and methodological quality. 
The selection of the experts was made based on the Businessdictionary (2010) 
definition, which defines an expert as a "professional who has acquired knowledge and 
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skills through study and practice over the years, in a particular field subject, to the 
extent that his or her opinion may be helpful in fact finding, problem solving or 
understanding of the situation", All of the experts have worked in one or more key areas 
of the research (e.g. business process management, enterprise content management, 
media asset management, performance measurement, leT in marketing or maturity 
models) for several years, Their existing knowledge of research and/or practice was 
insofar regarded as beneficial. Two experts were chosen for every perspective. The table 
below gives a brief, anonymised outline of the experts who were selected. 
Expert Actual job descriptiom BranchelStatus Experience Contribution to 
Ut 
Process Consultant 
FMCG/User 10 years+ 
BPM, MA M, Performance 
Marketing & Innovation measurement 
U2 IT Senior Consultant FMCG/User to years+ BPM, MAM, Performance 
measurement 
Cl Research Analyst High Tech Consulting/Top 5 6 years+ 
MM. BPM. Performance 
measurement 
C2 
Head of Research and 
Analyst/Consulting 10 years+ MM. ECM,BPM Consulting ECM 
SPl General Manger Software Provider 15 years+ 
BPM. MAM. Performance 
measurement 
SP2 Sales Manager/Consultant Software Provider 15 years+ 
BPM, MAM. Performance 
measurement 
Al Professor of Marketing Academic 15 years+ Methodology. Justification 
A2 
Senior Lecturer in Marketing 
Academic 15 years+ Methodology. JustifICation (PhD) 
Table 18: Anonymised overview over the experts selected (source: the author) 
As listed above, all of the participating experts had long-standing experience in the field 
and were therefore able to effectively contribute to the evaluation of the Media Asset 
Management Maturity Model (MAM3). 
3.4.1.2 Data collection 
The data in this stage was gathered through an e-mail interview. Saunders et al. (2007) 
point out that there are several advantages of this form of data collection. Therefore 
interviews mediated via the internet are a good choice if the population is 
geographically dispersed. Moreover, transcripts are generated automatically, Urn and 
Tan (2001) have also presented several advantages and disadvantages of this method of 
data collection. A major advantage is that interviewees have enough time to structure 
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their thoughts and therefore better reflect on their answers. Another advantage, 
especial1y in this project, was convenience. As the experts were all managers or busy 
people with very little time, it seemed nearly impossible to get them all to gather around 
one table at the same time. Other advantages included less pronounced group 
psychology and social interference and the interviewer's ability to control the data 
collection process. 
The main disadvantages were disjointed transactions, several participation requirements 
(e.g. skills and equipment) and a lack of non-verbal signals (Lim and Tan, 2001). 
Viewing these arguments in light of the research project, the merits outweighed the 
flaws of this method of data collection. To be certain, it would have been better to have 
been able to observe verbal cues, but the limited availability of the experts and the time 
this method provided them to structure their thoughts easily promptly justifies the 
adoption of this data collection method. This is also supported by Hatton et al. (2005) 
by stating that "an alternative approach to enhance the efficiency of ad-hoc committees 
is to use virtual expert panels". 
This stage of data collection (e-mail interviews) was not planned initially. The original 
idea was to use an internet-mediated focus group to generate new insights for the Media 
Asset Management Maturity Model. During the discussion with the peer group and the 
supervisors of this research project, some doubts arose as to whether the desired insight 
could be obtained in this way. The anticipated problem was that the conversation might 
move into unrelated areas, without discussing the truly relevant topics. Saunders et al. 
(2007:344) also emphasise that focus groups are "considerably more difficult to manage 
than one-to-one interviews". The established one-to-one communication within the 
expert panel reduced this danger. 
The expert panel was held in German as German is the native tongue of all of the 
experts. The decision for this is justified through research from Harzing (2005), among 
others. She carried out a survey in 24 countries with more than 3,000 interviewees in an 
attempt to discover whether there are significant differences between responses to 
questionnaires in one's native language compared to English. With Harzing's (2005) 
findings in mind, it was clear that the language in which a survey is conducted plays a 
vital role in the results. In qualitative research where the language plays a much more 
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crucial role than in quantitative research it is even more important to carry out the 
research in the respondents' native language. 
The e-mail data collection began on 15 December 2010 and ended on 8 February 2011. 
Although all of the experts expressly agreed to participate in this research, they were 
additionally contacted by telephone 14 days prior to the beginning of the expert panel. 
This pre-notification resulted higher acceptance and willingness to participate overall 
and was also used to deliver a variety of information. During the telephone call the 
participants were introduced to the MAM3. the steps completed so far and were 
informed about the main goals of the expert panel. Start time and closure for the expert 
panel were fixed as well. At the start of the expert panel, all of the experts received 
several documents via e-mail. No additional questions arose on the part of the experts 
during the lecture of the explanation and the description of the Media Asset 
Management Maturity Model, which were related to the researcher. The e-mail 
interview contained the following information: 
1. Brief welcome and a short introduction 
2. Acknowledgement of their participation 
3. Request for intensive participation 
4. Aims and objectives of the research 
5. Short information about the methodology 
6. Information about the current status of the research 
7. Limitations of the research as known so far 
8. Contact information about the researcher 
9. Information about the attachments endosed 
10. Start and end date for this research stage 
11. Confidentiality of the information generated 
The following three documents were induded as attachments: 
1. Description of the MAM3 (with information about categories. variables and 
levels) 
2. The MAM3 in total (2-page-worksheet) 
3. A questionnaire with 15 questions about the relevant topics and the explicit 
request to justify any proposition in detail 
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The following questions were part of this interview (see also requirements on maturity 
models, chapter 4; most of the questions are an output of requirements on maturity 
models on basis of the literature review). The experts were informed not only to answer 
with yes or no, but to point out their meaning and reasons for this and to add their own 
ideas and suggestions for improvement of the MAM3. 
1. Is the model in its entirety understandable and well-arranged? 
2. Are the categories well chosen, or is there a category missing? 
3. Are the major variables required to assess the categories included? 
4. Do you think that the maturity levels are chosen in a reasonable and 
understandable way? 
5. Are the descriptions in the matrix for every variable/level correct and sensible? 
6. Is the model able to measure the current status of media asset management? 
7. Does the model give an appraisal of how far companies are removed from best 
practice standards? 
8. Does the model enable companies to compare themselves with other companies? 
9. Is there enough information to show companies how to reach the benchmark? 
10. Are there clear criteria for measurement? 
11. Does the model deliver expressive and unambiguous results? 
12. Is the model adaptable for different organisations? 
13. Is the model purpose oriented? 
14. Do you think that the model can achieve broad practical application and 
acceptance? 
15. Please give information about other relevant topics from your point of view. 
The question may arise as to why this part does not use open-ended questions as 
frequently as in qualitative research, where there use is widespread. The reason is that 
one goal was to obtain the clear opinion of the experts about whether the MAM3 fulfils 
the different requirements for maturity models. Further information was needed to 
enhance the model with expertise and individual ideas. To resolve this problem it was 
very clearly indicated that answers should include expert opinions and reasons as well 
and not be answered only with yes or no. These types of questions in the field of 
qualitative research are called hybrid questions as discussed by Schnell et a1. (1992) and 
others, and offer the opportunity to come to a decision for or against a specific topic and 
substantiation for it. 
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Silvennan (2000) suggests that carrying out pilots could improve the quality of 
research. Due to the fact that the target group for this interview was very small and the 
effort for preparation and participation was relatively high, a decision was made to 
scrutinise the approach and the documents (MAM3, handout, questions) in advance 
with one of the selected experts. The proceedings were detennined to be absolutely 
sensible and clear, so no changes were necessary and the interview started. The findings 
of this stage are presented and discussed in chapter 5. 
3.4.1.3 Data analysis 
The challenge of qualitative data analysis is described in detail by Patton (2002). He 
writes that "qualitative analysis transfonns data into findings. No formula exists for that 
transfonnation. Guidance, yes. But no recipe. Direction can and will be offered, but the 
final destination remains unique for each inquirer, known only when - and if - arrived 
at" (Patton 2002:432). Nonnally the challenge is to reduce the huge amount of data, to 
eliminate superfluous infonnation, to identify patterns and to find a way to present the 
findings in a goal-oriented way for interested readers (Patton, 2002). 
Taylor and Gibbs (2010) write about Qualitative Data Analysis (QDA) and define it as 
"the range of processes and procedures whereby we move from the qualitative data that 
have been collected into some form of explanation, understanding or interpretation of 
the people and situations we are investigating", They differ between manual and 
computer based methods and present among other things the fonn of comparative 
analysis "where data from different settings or groups at the same point in time or from 
the same settings or groups over a period of time are analysed to identify similarities 
and differences". According to them, a very sensible alternative to support comparative 
analysis is the use of tables and matrices. Hence, the analysis of the gathered data within 
this stage of the research was analysed using tables to compare the expert's views on 
similarities and differences. A more detailed description about the detailed operational 
procedure is presented in the expert panel chapter. 
3.4.2 Expert interview - triangulation 
After the evaluation of the responses the main findings were presented in an electronic 
focus group via Xing. Xing (20 10) is a social network for business contacts. Over 10 
million people worldwide use Xing, though the focus is still on Gennany. Xing has 
more than 40,000 user groups for special topics. Members can create their own user 
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group and invite people to join their group. Groups can be public or private, meaning 
that an Xing members are able to access or only registered persons are able to read 
content and write their own articles or statements. The functionality enables the owner 
of a group, known as the moderator, to structure a group into several issues and thus has 
a proven functionality for the exchange of views about a specific topic. The fact that 
members of this very small group are listed there with their name and their photograph 
could be seen a disadvantage because this makes it impossible to guarantee anonymity 
among one another (Hatton et al., 2005). The decision was made to inform them about 
this. All of the experts agreed with this approach and had no concerns or objections. 
Unfortunately, there were no responses or comments within the established Xing 
forums, although several different reminders were placed. Based on pragmatic 
considerations the group was closed after two weeks in order to continue with the 
research. and a one-to-one interview with one of the experts was arranged instead. This 
approach was also supported by the supervisor pointing out that "there should always be 
a plan B just in case of non-responses. If you can't get your experts to give feedback, 
then an interview with one of them is probably the best you can do. Don't worry too 
much about it. In social science research we often have to find alternative routes to the 
end destination" (Kolsaker. 2011). 
3.4.2.1 Sampling 
Bogner et al. (2009:54) describe that "the selection of persons to be interviewed 
depends on the question at issue and the field being investigated". They refer to the 
need to reflect previous forms of data collection and findings. As the expert panel 
already delivered much useful, in-depth information it was necessary for this 
triangulation part to involve someone with experienced knowledge. "The identification 
of experts" is therefore directly linked to the question "which (types of) persons have a 
privileged access to information concerning these matters and are being made 
responsible for the provision of solutions to problems" (Bogner at al.. 2009:87 pp.). 
The expert chosen holds a degree in business and management and worked for several 
years as consultant and analyst in the IT sector. In his daily business of leading 
international companies (including a top five consulting company), he was often in 
contact with new management techniques and performance improvement measurement 
systems. In addition he was already very well acquainted with relevant terms and topics 
necessary for this research like business process management, enterprise content 
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management, etc .. Furthermore, he had already dealt with maturity models and maturity 
measurement before he was recruited to assist with this project. The analysis of the 
expert panel shows that his wide-ranging expertise enabled him to make an outstanding 
contribution to this research. 
3.4.2.2 Data collection 
Patton (2002:341) writes about the purpose of interviewing and points out that it allows 
"us to enter into the other person's perspective". He recommends using an interview 
guide to ensure that the topics to be inspected are fully covered. Several tasks are to be 
covered by the interviewer when carrying out an interview (Grosshans, 1991 :78): 
• develop rapport with the interviewee and show interest 
• give the interviewee a reason to participate 
• elicit responsi veness from the interviewee 
• ask questions in a prescribed order and manner 
• ensure understanding 
• ensure non-bias 
• obtain sufficient answers 
• show sensitivity to the interviewee's burden. 
The interview was held via Skype and recorded as an MP3-file on 1 November 2011 
and lasted about I hour and 18 minutes. The findings and discussion parts of chapters 
6.2 and 6.3 always refer to the point of time when the corresponding statement was 
given in the format hh:mm:ss (hours, minutes, seconds). 
After a brief welcome the expert was informed that the recording had started. He was 
apprised of the following steps and the agenda. Among other questions, he was asked if 
he had received and seen the initial and revised model and if he understood the 
background of the research. He agreed to participate and that the data generated through 
this interview could be used in anonymous form for this project. Furthermore, he was 
informed that he is allowed to terminate his participation at any time. In summary, his 
participation was voluntary and the recording and usage of the data was accepted. The 
focus of this part of the research was on triangulation and therefore quality assurance 
and not on generating new ideas as in the first qualitative part. The agenda was 
therefore split up into three parts: 
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1. Discussion of some open questions from the e-mail interview (insofar as these 
were not fully clear) 
2. Discussion of the changes in the model (recommendations correctly applied) 
3. Other items, such as suggestions and ideas for improvement 
Due to the in some cases completely different opinions of the experts in the first 
qualitative round, it was necessary to install this quality assurance interview. 
Furthermore, this triangulation made it possible to enhance the robustness of the 
research undertaken. The interview was held in German as this is the native language of 
both the expert and of the researcher. This insured higher interview quality and 
minimised the risk of misunderstandings (Harzing, 2005). 
Notes were taken on important issues during the interview. This helped find the relevant 
and meaningful points in the analysis that followed. Hall (2011) writes about the "the 
difference between structured and semi-structured interviews in qualitative research". 
She gives an overview of the areas of application, the selection criteria and the impact 
on data analysis. A structured interview was carried out based on the fact that the goals 
of the interview and hence the required topics were absolutely clear in advance. So an 
interview guideline was established prior to this (Saunders et al., 2007). A pilot 
interview as recommended by several authors was not carried out. As this one-to-one 
interview was only held with one person with in-depth knowledge of the underlying 
concepts (BPM, MAM, maturity models, performance measurement etc.) and know-
how from the expert panel before, it did not make sense to conduct a pilot interview. 
Anyone who lacked understanding would not have been able to contribute and uncover 
potential problems during the interview. So based on the philosophical stance of a 
pragmatist, there was a need to take the situation at face value and concentrate on the 
question "what works?" (John son and Onwuegbuzie, 2004: 18). 
3.4.2.3 Data analysis 
This part of the research was used to triangulate the findings from the expert panel. Data 
analysis must be purpose oriented (Patton, 2002), so the data analysis was strongly 
influenced by the assumptions about triangulation as a source for validity and reliability 
in research (Remenyi et al., 2005). Saunders et al. (2007:614) define triangulation as 
"the use of two or more independent sources of data or data collection methods within 
one study in order to help ensure that the data are telling you what think they are telling 
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you". Patton (2002:555 citing Denzin, 1989) highlights the fortitude of triangulation: 
"by combining multiple observers, theories, methods and data sources, (researchers) can 
hope to overcome the intrinsic bias that comes from single-methods, single-observer, 
and single-theory studies". 
As already mentioned earlier there is no "absolute rule" when it comes to data analysis, 
interpretation and reporting in qualitative research except: "Do your very best with your 
full intellect to fairly represent the data and communicate what the data reveal given the 
purpose of the study" (Patton, 2002:433). The data was gathered through a structured 
interview via telephone. Telephone interviews have the disadvantage of lacking non-
verbal cues. Patton (2002:439) outlines approaches "for organizing and reporting 
qualitative data". He distinguishes between storytelling and analytical framework 
approaches. For the latter he suggests organising the responses "question by question" if 
a "standardized interviewing format was used". Taking this advice and furthermore 
taking into account that the target of this part was triangulation and not theory building, 
the data was analysed in a clear-cut sequence. 
3.4.3 Survey - quantitative approach 
This part of the research verifies the Media Asset Management Maturity Model that was 
constructed on the basis of the literature review and the feedback provided by the 
experts. Qualitative research similar to that conducted in prior stages is often combined 
with an inductive approach while quantitative research as presented in this part of the 
project follows a deductive approach. The main difference is that a deductive approach 
always needs a suitable hypotheses; it is about testing a theory using quantitative data. 
Induction on the other hand ends with a hypothesis. It is about building a theory (Ghauri 
and Gronhaug, 2005; Saunders et a1., 2007). According to Remenyi et a1. (2005) the 
research process for a quantitative analysis starts with a literature review followed by an 
assessment of established theoretical frameworks before one undertakes to engage in 
theoretical conjecture and builds a hypothesis or empirically generalised formulation. 
Several hypotheses were shaped and tested in this research. The main aim of this 
quantitative part was to find out which categories (independent variables) of the MAM3 
are positively related to performance (dependent variable) and how strong and 
significant the relationships are. In addition, several descriptive statistics and inter-item 
correlations (correlations between the independent variables/categories) are presented 
86 
and discussed. The figure below shows the coherence between the independent 
variables and the dependent variable (performance) and is the theoretical framework for 
the further steps in this part of the research project. 
r----------------~ 
Categories of l\1Al\13 
(Independent varia bles) 
Data/Media assets 
Variab les/measures a-n 
Management 
Variables/measures a-n 
People (later renamed to User) 
Variables/measures a-n 
Processes 
Variables/measures a-n 
Technology 
Variables/measures a-n 
H2 ) 
H3 
H4 ) 
Dependent variable 
Performance 
Time 
Cost 
Internal quality 
External quality 
Flexibility 
Figure 16: Theoretical framework for quantitative part (source: the author) 
The theoretical framework above was used to shape and test the following hypotheses: 
• Hypothesisol: Data/Media assets is not positively related to performance 
• Hypothesis 1: Data/Media assets is positively related to performance 
• Hypothesiso2: Management is not positively related to performance 
• Hypothesis 2: Management is positively related to performance 
• Hypothesiso3: People* is not positively related to performance 
• Hypothesis 3: People* is positively related to performance 
• Hypothesiso4: Processes is not positively related to performance 
• Hypothesis 4: Processes is positively related to performance 
• Hypothesiso5: Technology is not positively related to performance 
• Hypothesis 5: Technology is positively related to performance 
*renamed User during the expert panel 
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The findings and a discussion are presented in chapter 7. Furthermore, chapter 7 
provides information about the descriptive statistics and inter-item correlations. 
3.4.3.1 Population and sampling 
Saunders et a1. (2007:606) define population as "the complete set of cases or group 
members". "Ideal1y the sample is chosen so that no significant differences exist between 
the sample and the population in any important characteristics" (Remenyi et a1. 
(2005: 192). 
The population for the survey comprised customers of a software vendor that used the 
MAMS to support their marketing. Companies that used the system for other issues 
(e.g. technical documentation) were not included. Therefore, a list with al1 existing 
customers was built and the relevant customers were selected through an interview with 
the software vendor's general manager. As result there, were only 28 
companies/customers that fulfilled the required criteria. Due to this small population, 
sampling (random, systematic, convenience, snowball etc.) was not necessary. Al1 of 
the 28 companies selected were asked to participate in the survey, also known as a total 
population survey. The target persons were general managers, project managers active 
in the field of media asset management, IT managers or key users. 
Great importance has been placed on the selection of the correct interviewee from the 
relevant companies. Only the person with the most specialised knowledge and expertise 
in the area of MAM was interviewed. The list with related contacts was provided from 
the software vendor of the MAMS used (an Excel spreadsheet with company name, first 
name, surname, telephone number, e-mail address, job function, etc.). To minimise the 
risk of one company, e.g. a large multinational enterprise, delivering considerably more 
answers than a small or medium-sized company, which would affect the data analysis 
and results in an undesirable manner, it was decided to choose only one interviewee per 
company. This approach offered another tremendous benefit. Feedback from people 
with no or only minor interest in participating and little knowledge relevant to the 
maturity status and the performance level achieved was almost eliminated. The 
relevance of this is also supported by Surveyshack (2012). They point out that "putting 
your survey in front of the right people is probably one of the most important things you 
can do to get both a high response rate and the information you need". Therefore, it is 
necessary to "know exactly what you want to know about, and from whom. You can be 
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asking all the right questions, but if you're not asking the right people, you're going to 
get the wrong answers. Just because someone is willing and ready to take your survey, 
and even committed to doing it quickly, efficiently and truthfully, doesn't mean you 
necessarily want them to take your survey. To put it simply: you don't want a guano 
farmer answering your questions about teenage fashions, do you?" (Surveyshack, 2012). 
3.4.3.2 Data collection 
Pallant (2007) explains how to set up a study in a quantitative environment. She 
presents information about planning, measurement instruments, quality aspects, 
questionnaire design etc. and highlights the relevance of "clear, well-written 
questionnaire items" (Pallant, 2007: 10). This part of the research lasted about one and a 
half months (December 2011 and January 2012). After the relevant population was 
identified a decision was made to execute a total population survey. This was possible 
because the population was so small (N=28) that a random sampling did not really make 
sense. Moreover, it was possible to execute a total population survey with reasonable 
expense and effort (Bosch, 2007). 
Because of the small population, one of the key goals was to achieve a high response 
rate. Unfortunately, this project fell right within the season around Christmas and New 
Year's Day. Normally it is quite difficult to motivate people to take part in a survey at 
this time of the year. In December there is a lot of work due to the end-of-year business 
and in January people are difficult to reach due to holidays. The survey was held via e-
mail. The reason for this was that most of the interviewees held managerial positions 
and had very little time. An asynchronous form of surveying was therefore the method 
of choice (Saunders et al., 2007). In addition, the respondents were able to obtain 
assistance from the researcher via telephone at any time if necessary. Several activities 
were carried out that Sheehan (2001) identified as being highly relevant in terms of the 
response rate of e-mail surveys. 
The survey length was reduced to a sensible minimum because several studies brought 
the negative effect of questionnaire length on response rates to light (Galesic, 2002). All 
possible respondents were informed in advance about the survey (topic, duration, target, 
etc.) via telephone (pre-notification). To further increase the response rate, there were 
several follow-up-contacts (e-mail, telephone) as well. Another positive aspect was 
certainly the fact that the most important factor for a high response rate of e-mail 
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surveys, the salience of the topic MAM, was very high among the selected target group 
members (Sheehan, 2001 referring to Sheehan and McMillan, 1999; Watt, 1999). The 
final point that enhanced the response rate was the announcement that all of the 
participants would receive a summary of the study. 
The data in this part was gathered via a questionnaire. Remenyi et a1. (2005: 151) 
emphasise that a "questionnaire is the product of qualitative research" and "likely to 
include a search of the academic, trade and professional literature as well as the use of 
interviews, brainstorming and focus groups". The questionnaire is the tool used for 
collecting primary data with which the researcher tries to find the answer to his research 
question. So this instrument plays an extraordinary role throughout the entire research 
process because it produces the data and has the aim of achieving a high response rate 
with accurate and relevant information. Similarly, it is important to minimise researcher 
bias. Oppenheim (1992: 10) writes that "the formulation of any questionnaire to be used 
in a survey must be an integral part of the research design stage. A questionnaire is not 
just a list of questions or form to be filled in. It is essentially a measurement tool, an 
instrument for the coJJection of particular kinds of data". 
The correct and effective design of a questionnaire is a science unto itself. Within the 
limitations of this thesis it is not possible to investigate an of the problems in detail. 
Interested readers are referred to Oppenheim (1992) or to Collis and Hussey (2003). 
The questionnaire used in this survey was split into four parts: 
1. Introduction/explanation 
2. General questions 
3. Maturity evaluation 
4. Performance evaluation. 
In addition a detailed handout with information about the MAM3 was sent to the 
interviewees. The maturity level was measured with the MAM3 (for building of the 
MAM3, see chapter 4). As there are five levels for every variable/measure it could also 
be seen as a 5-point Likert scale. For all (initially 21 and after the revision of the model 
22) variables/measures the MAM3 offers a detailed description of the current status 
achieved and allows the user to mark the most fitting response option. The fact that the 
MAM3 is presented in a worksheet does not change its character as a data gathering 
instrument in the form of a questionnaire (see table 32). Performance (dependent 
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variable) was also measured with a 5-point Likert scale, because it allows the use of 
metric tests, and gives enough information needed for this project. The full 
questionnaire is presented in the appendix. 
Van Tejlingen and Hundley (2001) present several reasons for conducting a pilot study 
and give practical advice on how to undertake the pilot study. Furthermore, Van 
Tejlingen and Hundley (2001) add that the modalities and results of a pilot study are 
often not reported. Instead, researchers often reduce the information to the fact that the 
results of the pilot study were used to refine the data gathering tools and to rethink the 
proceedings. In doing so, researchers allow an opportunity to slip by to present valuable 
information and to add validity to their research. Saunders et al. (2007) suggest that 
experts in the field could be asked to evaluate the quality of a survey. Based on this 
advice, the survey was discussed and agreed on with the supervisors of this thesis and 
two members of the peer group before it was sent out to participants. 
Because of the small population, no pilot study was carried out. The above mentioned 
opinions were relied upon instead. Furthermore. several telephone calls with 
interviewees about the survey affirmed the comprehensibility of the questionnaire. This 
was confirmed later on throughout the entire data collection phase in which no problems 
occurred. 
Before this stage the MAM3 had already been established around information from the 
literature and on the basis of the expert panel. It was a fundamental part of the 
questionnaire. Several authors such as Pallant (2007) and Saunders et al. (2007) 
recommend creating a code book as a basis for the data collection process. Data and 
variables are explained and instructions are given on how information must be 
converted so that it can be put into SPSS. The codebook gives the researcher and 
interested readers a guideline on what is hidden behind the numbers. A codebook 
contains a list of the variables in the questionnaire and coding instructions and other 
information. The codebook for this research is shown below. 
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Variable SI'PS variable name Coding instmctlo.ns 
rl Customer name Customer Text (company name) 
.S: FunctionIPosition carried out Function Text (name of function in company) 
.. 
'" FunctionIPosition in years Function duration Numt'ric _(years since doing this joh) ~ 
er Branch/Industry type Industry_type Text (industrylyflC) 
-; 
.. Employees working for company Employees Numeric (empklyees in company total) ~ Media stored in MAMS Media stored Numeric (media stored in MAMS) ~ 
Co-' MAM system in use since System use Date (MA MS used since) 
Applicahility (1) A pplic ahilit y 
:l Conver~ence (2) Convergence 
~ Master data management (3) Masterdatamanagement < :; Metadata (4) Metadata 
J! Flexihility (5) Flexihility 
-
.5 Innovation (6) Innovation This part measures the level of maturity 
"Cl Governance (7) Governance reached in the defined areas. 5 different ~ 
.e Strategic alignment (8) Strate gic Alignment quality levels per variahle/measure are 
Col 
.5 Controlling (9) Controlling possihle 
'" User circle (10) ~ Usercircle !; 
'" 
Skills (11) SkiIL~ I=unmanaged co 
~ Collahoration (12) Colla hora tion 2=descrihed 
.€ 
~ Usefulness (13) Usefulness 3=reali~ed 
co Usahility (14) Usahility 4=scrutinised 
·c Consistency/RepeatahiIity (15) ConsistencyRepeatahility 5=optimised co ;.. 
Methods (16) .... Methods ~ 
-= 
W orkflow support (\ 7) WorkflowSupport 
~
Sustainahle improvement ( 18) Sustainahk~ Improvement E 
~ 
Automation (19) Automation ~ 
co Centralised datahase (20) CentrafisedDatahase ~ 
... 
Integriltion in other systems (21) IntegrationinotherSystems ~ 
System quality (22) SystemQuality 
~ Time savings evaluation (23) Performance Time I=stronglyagree I! ~ Cost savings evaluation(24) Performance Cost 2=agree co !; e III Internal quality evaluation (25) Performance InternaIQuality 3=neither agree nor disagree .. co ~ ~ External quality evaluation (26) ExternaIQuality .. e Performance 4=di~agree ~ J-01cxihilityevaluation(27) Performance fo1cxihility 5=strongly disagree 
DatalMedia assets Mean Data Calculated mean of variahles (I) to (4) 
Management Mean Management Calculated mean of variahles (5) to (9) 
User Mean User Calcul:!ted mean ofvariahles (10) to(I4t 
Processes Mean Processes Calcul:!ted mean of variahles (15) to (18) 
Technology Mean Technology Calculated mean of variahles ( 19) to (22) 
Maturity Mean Maturity. Toal Ca Icul:!ted mean of variahles (I) to (22) 
Performance Mean Performance Calcuk1ted mean of variahles (23) to (27) 
Table 19: Codcbook of survey (source: the author) 
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The questionnaire was not, as initially planned, built in an online survey tool. The effort 
involved in setting this up was not justified as a result of the small population. Instead 
of this it was carried out with Excel, as Excel is an accepted, well understood and 
widely available tool. It was addressed to the gatekeeper (e.g. project manager, key 
user) selected on the customer site. The questionnaire contained the following aspects 
and is available in full in the appendix: 
1. Introduction (welcome, declaration of confidentiality, acknowledgement of 
participation, contact information) 
2. General information (company name, position/job function, position 
administered since, industry sector, number of employees, amount of media 
assets stored, time working with MAM) 
3. The whole MAM3 (Likert 1-5) 
4. Separate questions to measure performance in the area of MAM (Likert 1-5). 
Data gathering was stopped by agreement with the supervisor at the beginning of 
February 2012. After several additional, unsuccessful attempts to receive more 
questionnaires via telephone and e-mail, this situation was addressed during a 
conversation between the supervisor and the researcher. It was decided to stop at this 
point because the risk of generating bad data was too high, especially when 
participation is no longer voluntary ("I would advise stopping now if you are getting the 
distinct impression that people don't really want to participate - you won't get good data 
from them" (Kolsaker, 2012». This is also supported by Chambers (2011), who points 
out that "survey fatigue can cause bad data, too", 
3.4.3.3 Data analysis 
The data analysis was performed with SPSS (Version 18). Therefore descriptive 
statistics are presented, several hypotheses are tested and inter-item correlations are 
reported and discussed. The core question behind every variable is presented in the table 
below. This table was also part of the handout for the experts and for the interviewees in 
the survey. The relevance of this table for the understandability of the MAM3 was 
expressly mentioned by one of the experts (SP2). 
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Variable Core question 
Applicability Are the available media assets in the company simply applicable (findable. 
accessihle)? 
Convergence Are the company's communications convergent. i.e. is it ensured that 
communication is consistent across all channels (Cl/CD)? 
Master data management Are media assets guaranteed to be stored in a consistent manner. free of 
redundancies. and are there documented relationships (version, context)? 
Metadata Are all media assets cleanly and reliably indexed? 
Flexibility Is MAM used to become better and faster and to respond to changing 
conditions? 
Innovation Does MAM make a contribution to the innovative capacity of the company. 
e.g. does it ensure that new services and business models are supported? 
Governance Are there clear guidelines for all users to use the media assets? 
Controlling Are MAM activities checked regularly and are there defined metrics and 
analysis (tools)? 
User circle Is there a defined group of users for the company's existing media assets? 
Skills 
Are employees familiar with the goals of MAM. do they know the 
importance and contrihution to business success? 
Collaboration Is MAM used specifically to work together. ideally internally + externally? 
Usefulness/Usability Is usefulness/usability of media asset management regularly reviewed and 
are there appropriate measures to improve? 
Consistency / Are processes standardised. documented, repeatable and clean? 
Repeatability 
Methods Are processes well defmed and modelled, including the involvement of 
external business partners? 
Automation 
Are repetitive processes automated and handled as effectively and 
efficiently as possible? 
Sustainable improvement Are processes examined periodically to fmd possibilities for improvement? 
W orkflow support 
Are potential workflow support possibilities (e.g. release scenarios) by 
MAM actively sought and promoted? 
Centralised acess 
Supports a system centralised access to all necessary media assets 24x7. 
worldwide? Accordingly, are there extensive rights and security concepts? 
Integration in other Are media assets delivered to aD adjacent systems in the required format as 
systems well? 
Strategic alignment Are MAM and company policies coordinated directly with one another? 
System quality 
Is the MAMS developed/enhanced on a regular basis? Is there a continuous 
improvement process? 
Table 20: Core question per variable (source: the author) 
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3.5 Validity and reliability 
In quantitative research the "validity of a scale refers to the degree to which it measures 
what it is supposed to measure" (Pallant, 2007:7). Punch (2006:] 55) describes 
reliability in quantitative research as "the consistency of measurement" regarding 
"consistency over time" and "consistency within indicators". 
"Reliability refers to the extent to which your data collection techniques or analysis 
procedures will yield consistent findings" (Saunders et al., 2007:] 49). Reliability 
expresses whether measures are independent from occasions and observers and if there 
is transparency in how the data was assessed. A question often formulated in this 
context is, if the study could be "repeated by another researcher or at another time with 
the same results" (Thietart et al., 1999: 1 0). Reliability can be further estimated by using 
the following methods: Test-retest, alternative forms, split-halves and internal 
consistency (Thietart et al., 1999). Yin (2003) states that reliability and therefore a 
reduction of error and bias could be achieved by a brief description. To fulfil these 
demands every step of the data col1ection is revealed. Interviews are documented or 
recorded and a transcript is drawn up. Miles and Huberman (1984:46) point out that 
reliability in qualitative research could also be increased by "continuously revising 
instruments" which stands in total contrast to quantitative research. This nevertheless 
places high demands on the skills of the researcher (Thietart et al., 1999). 
Golafshani (2003:597) points out that there is a need to obtain a different understanding 
of validity and reliability in qualitative research and that, in qualitative research as well, 
triangulation is able to "illuminate some ways to test or maximize the validity and 
reliability of a qualitative study". Yin (2003) refers to six different sources of evidence 
in qualitative research: documents, archival records, interviews, direct observation, 
participant-observation and physical artefacts, and states that reliability and therefore a 
reduction of error and bias could be achieved in qualitative research by a brief 
description of every step. Ihantola and Kihn (20] ]:] 7) are especially concerned about 
quality in mixed methods research and present three different perspectives with the 
following result: "our analysis indicates that the use of mixed methods research does not 
automatically lead to more valid and/or reliable research. Even if the validity and 
reliability is good during the data collection stages, there may be other issues during 
data analysis and interpretation. In addition, even if the quality of the quantitative and 
qualitative parts of the research is excellent, problems may still occur in validating the 
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meta-inferences of mixed methods research". The research process is described in 
detail. All of e-mail interviews are documented in writing and the telephone interview is 
recorded and transcribed, while the approach for the data analysis in the different stages 
is documented and justified. Several papers and documents including codebooks, 
interview guidelines, questionnaires, handouts, etc. are prepared. These different 
sources of evidence, as described by Yin (2003), are part of the appendix. Findings have 
been triangulated within the research. Information about the structure, length and 
content of the interviews is reported in detail. The selection of the experts is based on 
objective and pragmatic considerations. Finally, there is a complete description of the 
methodology part of this thesis. 
Regarding the meta-inferences discussion in mixed methods research as distinguished 
from Ihantola and Kihn (2011: 18) this paper refers to their statement that "the 
researcher should consider thoroughly the rationale and purpose for mixing quantitative 
and qualitative approaches". As previously mentioned, this mixed methods research 
design is necessary to answer the research questions and to align with the process model 
for the evaluation of maturity models (Knackstedt et al., 2009; Becker et al., 2009). So 
there is a rationale and a purpose for this choice. 
3.6 Conclusion 
As described above, there are two major reasons behind the selection of the mixed 
methods research design. Initially, an effort was made to clarify which paradigm or 
worldview the researcher follows. A discussion of the existing paradigms made it 
apparent that the author has the philosophical stance of a pragmatist. Pragmatism is a 
good fit for research in the business environment, especially when the goal is to achieve 
an outcome that can be put into practice within a given timeframe. Beyond this, the 
research questions presented played an important role in the selection of the mixed 
methods approach. The idea of developing a MAM3 is exploratory in nature. The 
objective in this part was to create new theory based upon existing knowledge in the 
literature and expert knowledge. Afterwards, the maturity model was verified in a 
survey with users of a MAMS to evaluate whether the MAM3 offers the potential to 
indicate performance levels in the field of MAM. It is also worth mentioning that the 
steps recommended for the development of a maturity model (Knackstedt et al.. 2009; 
Becker et al., 2009) were considered as well. 
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4 Building the Media Asset l\,fanagement Maturity Model (MAM3) 
This chapter follows the literature review and methodology sections. This is where the 
initial MAM3 is built and the concepts, variables, measures, etc. are therefore analysed 
and combined. The MAM3 could be described as a worksheet in the form of a 
spreadsheet. The five categories (independent variables) are listed on the y-axis, along 
with the relevant variables/measures (21 in total) for every category. The x-axis features 
five different maturity levels and a brief description of a status for every maturity level 
in each variable/measure. Therefore the initial MAM3 consists of 21 x 5 = 105 cells. 
Users of the mode] can mark the situation that fits best for every variable/measure by 
comparison with their current status. Therefore the MAM3 is also a questionnaire 
collecting ordinal data for every variable/measure with a 5-point Likert scale for the 
maturity level achieved. Due to the typical structure of maturity models, it should offer 
additional information such as possibilities for improvement and ideas about best 
practices. The survey (chapter 7) was carried out to verify whether the MAM3 (and the 
respectively incorporated maturity assessment) can provide evidence on the 
performance achieved in the area of MAM. Consequently, the survey included several 
questions aimed at measuring performance (dependent variable) as well. 
4.1 Introduction 
Looking back at the literature review brings two issues to mind. Knackstedt et al. (2009) 
and Becker et a1. (2009) have developed a framework for the development of maturity 
models in general. The procedure described should be used independently of the topic 
for which the maturity model is built. Furthermore, no specialised MAM3 and no other 
specialised performance measurement systems for media asset management have been 
found. 
Becker et al. (2oo9a) criticise deriving new maturity models on the basis of other 
maturity models alone. Preliminary problems or shortcomings of existing maturity 
models would in this case be transferred identically to newer models. Thus, it was vital 
to find sufficient evidence from the academic literature for the structure, the levels, the 
categories and the variables used in the initial MAM3. The structure of maturity models 
can be divided into maturity grids, CMM-like models and hybrids (Mettler, 2010). A 
clear categorisation is often difficult as the boundaries are often blurred. Maturity grids 
illustrate the basic form and nonnaJIy feature only minor complexity. CMM-]ike models 
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are the most complex form and use a wide range of material for the support. Hybrid 
maturity models use Likert-like questionnaires to assess a score of maturity in certain 
relevant areas and can be regarded as a healthy and economically sound balance 
between the two above mentioned extremes. Since the objective was to create a model 
with broad practical acceptance (table 22) in a relatively new topic (MAM), the decision 
was to choose the format of a hybrid model as the basis for the MAM3. 
Roglinger et al. (2012:331) refer to "early maturity models and their underlying 
principles of human needs (Maslow, 1954), economic growth (Kuznets, 1965), and the 
progression of IT in organisations (Nolan, 1973, 1979)". These principles can still be 
regarded as the basis for systematically building on each other with five levels as is also 
the case in the CMM and CMMI. A 4-point Likert scale forces the user to move clearly 
towards one of the extremes and makes it impossible to avoid making a decision; on the 
other hand a 5-point Likert scale offers the opportunity to add one more level and thus 
to investigate in more detail (Grover and Vriens, 2006). The decision for a 5-point scale 
(five maturity levels) was ultimately based upon the following two considerations: 
maturity measurement is not about the evaluation of a certain opinion and an additional 
level (scrutinised here) helped to generate more accurate data. The need to add this level 
four between the realised and optimised levels was emphasised later during the expert 
panel. 
The literature review already highlighted many relevant categories (Kueng et al., 2001; 
Wettstein and Kueng, 2002) and possible variables (table 24) that were used in the 
initial MAM3. Many of them were intensively discussed in the concepts about BPM, 
ECM, MAM, etc .. Some of them have also been used from different relevant maturity 
models in the past. That having been said, it was never the intention to exclude sensible 
variables from other models from the MAM3. Instead, variables that initially originated 
from other maturity models were again reviewed in light of the academic literature 
(chapter 2) to justify their application (chapter 4.3). 
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Several requirements for maturity models were described in the literature. The table 
below gives an overview of these requirements and the supporting authors. 
Requirement Supported by 
Measure current status Buhl, 2007; Pelz-Sharpe et al., 2009 
Give an appraisal of how far companies are removed Buhl, 2007 from best practice standard<; 
Enable companies to compare with others Buhl, 2007 
Show steps on how to reach benchmark Buhl, 2007; Pelz-Sharpe et al., 2009 
Clear criteria for measurement Buhl, 2007; MUlier and von Thienen, 2006 
Deliver expressive and unambiguous results Buhl, 2007; Miiller and von Thienen, 2006 
Adaptability for different organisations Buhl, 2007 
Purpose oriented GuIde ntops , 2003 
Wide practical application and acceptance Rosemann and de Bruin, 2005; Hammer, 2007 
Integration of best practice approaches MUller and von Thienen, 2006 
Partly descriptive and partly prescriptive Pelz-Sharpe et al., 2009 
Includes traditional and innovative measures (e.g. team De Toni and Tonchia, 2001 
metrics, long-term orientation, customer focus) 
Table 21: Requirements for maturity models (source: the author) 
There is always a conflict between the different requirements, because some of them 
demand more detail (e.g. more categories, variables or levels). On the other hand some 
of them indicate the need to reduce the complexity. These competing requirements are 
1isted in the table below. 
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De mands more detail Neutral Demands reduced complexity 
Give an apprai<;al of how far 
Adaptability for different 
companies are removed from best Measure current status 
practice standards organi<;ations 
Enable companies to compare with 
Purpose oriented 
Wide practical application and 
others acceptance 
Show steps on how to reach Partly descriptive and partly 
henchmark prescriptive 
Clear criteria for measurement 
Deliver expressive and 
unambiguous resuhs 
Integration of best practice 
approaches 
Includes traditional and innovative 
measures (e.g. team metrics, Iong-
term orientation, customer focus) 
Table 22: Several competing requirements (source: the author) 
As this research evaluates a maturity model for MAM that could be used in the business 
world to measure the maturity of MAM processes, special attention is placed on the two 
requirements that demand reduced complexity. The MAM3 should be used as a kind of 
questionnaire (it has a different format, but is de facto also a questionnaire). As 
Saunders et at. (2007) point out, the wilJingness to participate in a survey via 
questionnaire and the response rate rises distinctly provided the survey is not too 
complex and does not contain too many questions. Reduced complexity goes hand in 
hand with increased adaptability for different organisations. 
4.2 Comparison with other models 
Several maturity models were presented in the literature review (chapter 2). As 
described earlier, more than 100 maturity models exist today. This could be traced back 
to the high practical relevance of an easy to handle performance measurement tool. 
Managers from businesses of an sizes are expected to face the chanenge of changing 
market conditions and one of the major tasks for sustainable competitiveness is 
continuous performance improvement. 
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The related concepts of BPM and ECM are very relevant to MAM. This is why the 
analysis in this thesis is focused on the maturity models described. Certainly, it would 
have been possible to find one or more ideas from maturity models with minor 
relationships, but the analysis of these six models already covered a large proportion of 
the relevant measures, approaches and presentation formats. 
Tab]e 23 below shows the results of the analysis. Clearly, all of the models deal with the 
topic of measurement and improvement. In contrast, the amount of measures used is 
widespread. While the BPMMM and the MM for PMS use only six measures, the BPM 
Radar uses 28 different factors. 
There are only minor discrepancies with regard to the maturity levels. Four models use 
a fragmentation of five levels and two models use a fragmentation of four levels. On the 
other hand, how these levels are worded is in some instances similar and in others 
different. Of course, any of these models has its own strengths and weaknesses which 
are often accompanied with the complexity of the model (Jow complexity equals high 
acceptance, but loss of relevant information and vice versa). 
In addition the regarded maturity models contribute in different ways to the topic of 
media asset management, but a clear focus on MAM is not given. Therefore, some 
variables etc. used could help measure the maturity MAM, but the wording is not target-
oriented enough and no existing model covers the relevant features of MAM in-depth. 
Hence, the specialisation and the development of an independent MAM3 could be 
justified. 
to] 
CMMI BPMMM BPMRadar MMforPMS ECM3 PEMM MAM3 
Support process Identification of Measure and improve Analyse shortfalls and Measure performance 
Quick-scan of Roadmap for overall 
Focus/Goal improvement strengths and performance give guidelines for of MAM; deliver steps 
maturity of processes ECM strategy 
process change for improvement strategies weaknesses measurement 
Depends on exact 
13 measures in 3 26 measures in 9 5 categories with a 
Measures specification (service 6 core factors 28 6 dimensions 
categories categories total of 21 variables 
e.g. 24) 
Levels 5 levels 5 levels 5 levels 4 levels 5 levels 4 levels 5 levels 
Very detailed, high 
Good visualisation, Applicable for al\ 
Strengths. 
acceptance. 
Simple. easy to handle Good visualisation 
Easy to handle, good 
easy adaptability, business processes -
Very specific for 
specifications structure regarded topic 
available 
good complexity broad range of use 
Limitations due to A significant amount No information about Applicable for all 
Weaknesses Very complex incomplete Delphi- of text to read for 
Only 6 dimensions, 
methodology of business processes, 
No focus on industry 
study 
not very detailed 
development missing specialisation 
type and company size 
every measure 
Relevance for Includes several Includes several Includes several 
Similar topic and 
Many good starting As an overall concept problem, many 
Specialises in MAM, 
MAM relevant measures relevant measures relevant measures points therefore unique 
relevant variables 
--
Table 23: Comparison MAM3 and other relevant maturity models (source: the author) 
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4.3 Maturity categories as independent variables 
Looking at the evaluated existing maturity models it is evident that there is only minor 
accordance. However, some of the categories are labe11ed differently although there is a 
consistent understanding behind them. Additionally, some classification possibilities 
result not directly from the maturity models but from several concepts discussed in the 
literature. According to Wettstein and Kueng (2002), a performance measurement 
system can be split into five parts: people, procedures, data, software and hardware. 
This classification developed the starting point for the further discussion, because these 
categories are fu11y or partia11y supported by a wide range of authors (Rosemann and de 
Bruin, 2005; MU11er and von Thienen, 2006; Pelz-Sharpe et al., 2009). Following a 
closer look at the five components and a comparison with the models from above, the 
researcher decided to combine the software and hardware components under the name 
technology. It is easy to justify the decision in this context by clarifying that a MAMS 
requires both hardware and software simultaneously. 
Besides this, the term procedures was renamed processes, as this a much more 
commonly used term in the area of maturity models (Vaske, 2007; Pelz-Sharpe et al., 
2009; Dewe11, 2007; Francis, 2005; Bartonitz, 2008; Digicult 2002). Due to the fact that 
many maturity models and many variables found in the literature require a few overa11 
strategic components, another category "management" was added (Rosemann and de 
Bruin, 2005; Dupont, 2007; Pelz-Sharpe et al., 2009; Hammer, 2007; Dewell, 2007; 
Weske, 2007; Bartonitz, 2008). 
The five categories (independent variables) are not measurable on their own, so it was 
necessary to operationalise them. The literature review produced the following list of 
possible variables/measures. 
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Variable/Measure Source inter alia 
Ability to serve several platfonns/channels Wallen, 2007; Jansen and Riemersma, 2007; Leland, 2001 
AD files in system Moon, 2007 
Automation of processes Hendery, 2006 
Better handling amount of data Vaske,2007 
Business expertise Pelz-Sharpe et al, 2009; Hammer, 2007 
Centralised access to media assets Michiels,2008 
Collaboration Pelz-Sharpe et aI., 2009; Tylla, 2010; Worthy, 2007; van Niekerk, 2007; Hammer, 2007 
Consistent and repeatable processes Zairi,1997 
Continuous improvement of processes DeweD,2007 
Continuous measurement of processes Zair~ 1997 
Controlling Muller and von Thienen, 2006; Wettstein and Kueng, 2002; Hammer, 2007 
Convergence/consistent messaging Scholz and friends, 2010; Worthy, 2005 
Costs (reduce, effICiency) Moon, 2007; Huberts and Petten, 2008; Bayer, 2009; Michiels, 2008; Carne!!ie, 2007 
Culture Rosemann and de Bruin, 2005; Hammer, 2007 
Customer satisfaction Chan, 2010; Camegie, 2007 
Employee satisfaction Michiels. 2008 
Employee skills Jansen and Riemersma, 2007 
Enabling of innovation Bartonitz, 2008 
'Face changing conditions Scholz and friends, 2010 
Faster production cycles possible Dewell. 2007 
Findability TyJla,2009;Pelz-Sharpeetal.,2009 
Flexibility of organisation Weske, 2007; Bartonitz, 2008 
Governance Rosemann and de Bruin, 2005; D~nt, 2007; Pelz-Sharpe et al.. 2009; Hammer, 2007 
Holistic view of marketing Dewell. 2007 
Improvementofpartnerrelationsh~s Worthy. 2007 
Increased creativity Hendery, 2006 
Increases in productivity Michiels, 2008; Hendery, 2006; van Niekerk, 2007; Carnegie, 2007 
Integration in other systems RieB,2(X)'f, TyJla, 2009; Francis, 2005 
IT Chan, 2010; Michiels, 2008; Chang, 2(X)6; Rosemann and de Bruin, 2005; Muller and von Thienen, 2006 
104 
Lar£!.e user circle Michiels, 2008; Worthy, 2007 
Master data manag:ement RieB,2009 
Maximisation of return from media assets Northplains, 2008 
Metadata March and Kim, 1988 
Methods Rosemann and de Bruin, 2005 
Objective of superior competitiveness Zam, 1997 
One-to-one communication Scholz and friends, 2010; Frev et aI., 2005 
Optimisation of processes Dewen, 2007; Francis, 2005; Bartonitz, 2008; Digjcult, 2002 
People Blair, 2004; Rosemann and de Bruin, 2005; Hammer, 2007 
Processes Vaske, 2007; Pelz-Sharpe et aI., 2009 
Reduction in complexity Vaske,2007 
Reduction in manual work = automation Dewefl. 2007 
Reduction in material costs Moon,2007 
Reuse of media assets Francis, 2005; Pelz-Sharpe et aI., 2009; Michiels, 2008; van Niekerk, 2007; Horodysk~ 2011 
Savin!!s approvals marketing spots Moon, 2007 I 
Sa vings distnbution marketing material Moon, 2007 
Savings publishing images Moon, 2007 
Savings through rights management Moon, 2007; Pelz-Sharpe et a1., 2009 
Standardised processes Michiels, 2008; Cha!!oya, 2007; Pelz-Sharpe et aI., 2007; LeJand, 2000 
Strategic alignment Rosemann and de Bruin, 2005; MUlier and von Thienen, 2006; Pelz-Sharpe et aI., 2009; Hammer, 2007 
Support for business model Francis, 2005 
Support for mobile devices RieB,2009 
Sup{x)rt for workfuw LeJand, 2000 
Sustainable competitive advantage Frev et aI., 2005; zur Muehlen and Ho, 2006; Worthy, 2007 
Sustainable improvement of processes Weske,2007 
System quality Diez and McIntosh, 2009 
Time reduced Moon, 2007; Huberts and Petten, 2008; Michiels, 2008; van Niekerk, 2007; Carne1rie, 2007 
UsefulnesslUsability Diez and McIntosh, 2009; Pelz-Sha~!al.~(X)9 __ 
----- -- -----
Table 24: List of possible variables/measures (source: the author) 
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The challenge was to find the relevant variables and to categorise the most valuable 
variables in the above defined categories. Thus, the possible variables were regarded in 
light of their potential contribution to the MAM3. Using this as the starting point, the 
selection was based on the researcher's expertise, the relevance of the variables for 
other maturity models and, particularly importantly, their significance in the academic 
literature. 
Moreover, a reduction to a sensible amount of variables was necessary. Looking at other 
maturity models, circa 10 to 30 variables were used to measure the maturity in specific 
areas. So the researcher conducted a pilot test with existing maturity models 
interviewing managers in his working environment. The results showed that the 
measurement and judgement of 30 and more variables was very time consuming and 
that the ideal size was considered to be around 20 variables. 
What is more, excessively long descriptions for every variablelIevel-combination led to 
a lack of interest. Therefore the goal was to identify approximately four variables 
(measures) for every category and a brief but powerful and fitting description. The 
following chapters introduce the selected variables/measures per category (independent 
variable), define the question behind every variable, present a definition and justify the 
selection by naming authors who refer to it. 
4.3.1 Data/media assets 
The measures for this category are: applicability, convergence, master data management 
and metadata. 
Applicability 
• Question: Are the available media assets in the company simply applicable 
(findable, accessible)? 
• Definition: Ability to use, needs findability, accessibility and usage rights 
(source: own definition for this context). 
• Justification: Wijngaarden (2007), van Niekerk (2007), Tylla (2009), Pelz-
( 
Sharpe et a1. (2009), Niedermeyer (2004). 
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Convergence 
• Question: Are the company's communications convergent, i.e. is it ensured that 
communication is consistent across all channels (CIICD)? 
• Definition: "Orchestration of information technology, marketing and design 
required to ensure that companies present an integrated, consistent, clear and 
interactive message across all the media they use" (Jones and Spiegel, 2002). 
• Justification: Douglas and Craig (2011), Keller (1999), van Niekerk (2007), 
Scholz and friends (2010), McEachern (1998), Worthy (2005). 
Master data management 
• Question: Are media assets guaranteed to be stored in a consistent manner, free of 
redundancies, and are there documented relationships (version. context)? 
• Definition: "Master data management (MDM) is the set of disciplines, 
technologies, and solutions used to create and maintain consistent, complete, 
contextual and accurate primary entity data for all stakeholders" (Haughey, 
2010). 
• Justification: Berson and Dubov (2009), Das and Mishra (2011), Loshin (2009), 
RieB (2009), Haughey (2010). 
Metadata 
• Question: Are all media assets cleanly and reliably indexed? 
• Definition: "Metadata is consequently additional stored information that 
describes media assets" (Kretzschmar and Dreyer, 2004). 
• Justification: Chagoya (2007), Hert et a1. (2007), March and Kim (1988), 
Horodyski (2011), Kretzschmar and Dreyer (2004), Chagoya (2010). 
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4.3.2 Management 
The measures for this category are: flexibility, innovation, governance and controlling. 
Flexibility 
• Question: Is MAM used to become better and faster and to respond to changing 
conditions? 
• Definition: "Flexibility is defined as 'the capacity to adapt' across four 
dimensions; temporal, range, intention and focus" (Golden and Powe11, 2000). 
• Justification: Zairi (1997), Weske (2007), Bartonitz (2008), Smith and Fingar 
(2003), zur Muehlen and Ho (2006). 
Innovation 
• Question: Does MAM make a contribution to the innovative capacity of the 
company, e.g. does it ensure that new services and business models are 
supported? 
• Definition: "The introduction of something new"; "a new idea, method or 
device" (Merriam-Webster, 20 I 0). 
• Justification: zur Muehlen and Ho (2006), Smith and Fingar (2003), Weske 
(2007), Zairi (1997), Bartonitz (2008), Diez and McIntosh (2009). 
Governance 
• Question: Are there clear guidelines for all users to use the media assets? 
• Definition: "Establishment of policies, and continuous monitoring of their 
proper implementation, by the members of the governing body of 
an organization" (Businessdictionary, 2010). 
• Justification: Diez and McIntosh (2009), Rosemann and de Bruin (2005), 
Dupont (2007), Pelz-Sharpe et a1. (2009), Hammer (2007). 
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Controlling 
• Question: Are MAM activities checked regularly and are there defined metrics 
and analysis (tools)? 
• Definition: "Management function of establishing benchmarks or standards, 
comparing actual performance against them, and taking corrective action, 
if required" (Businessdictionary, 2010). 
• Justification: Bieberstein and Vergoessen (2006), MUller and von Thienen 
(2006), Wettstein and Kueng (2002), Hammer (2007), Jeston and Nelis (2008), 
zur Muehlen and Ho (2006), Zairi (1997). 
4.3.3 People 
The measures for this category are: user circle, skills, collaboration and 
usefulness/usabi lity. 
User circle 
• Question: Is there a defined group of users for the company's existing media 
assets? 
• Definition: People with access to the media assets (source: own definition for 
this context). 
• Justification: Michiels (2008), van Niekerk (2007), Kretzschmar and Dreyer 
(2004), Worthy (2007), Frey et al. (2005). 
Skills 
• Question: Are employees familiar with the goals of MAM, do they know the 
importance and contribution to business success? 
• Definition: Relevant knowledge of MAM, especially about benefits and related 
business (source: own definition for this context). 
• Justification: Frey et al. (2005), Jansen and Riemersma (2007), Diez and 
McIntosh (2009), Pelz-Sharpe et al. (2009), Homburg and Workman (2000), 
Hammer (2007), Jeston and Nelis (2008), zur Muehlen and Ho (2006). 
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Collaboration 
• Question: Is MAM used specifically to work together, ideally internally and 
externally? 
• Definition: "Cooperative arrangement in which two or more parties (which may 
or may not have any previous relationship) work jointly towards 
a common goal" (Businessdictionary, 2010). 
• Justification: Homburg and Workman (2000), TylIa (2010), Rohloff (2009), 
Worthy (2007), van Niekerk (2007), Hammer (2007). 
UsefulnesslUsability 
• Question: Is usefulness/usability of MAM regularly reviewed and are there 
appropriate measures to improve? 
• Definition: Perceived benefits from MAM for the individual (source: own 
definition for this context). 
• Justification: DeLone and McLean (1992), Diez and McIntosh (2009), Pelz-
Sharpe et al. (2009), Frey et al. (2005). 
4.3.4 Processes 
The measures for this category are: consistency/repeatability, methods, automation and 
sustainable improvement. 
ConsistencylRepcatability 
• Question: Are processes standardised, documented, repeatable and clean? 
• Definition: "The ability to maintain a particular standard or repeat a particular 
task with minimal variation" (Encarta, 2010). 
• Justification: Bieberstein and Vergoessen (2006), Smith and Fingar (2003), Frey 
et aJ. (2005), Zairi (1997), Michiels (2008), Rohloff (2009). 
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Methods 
• Question: Are processes well defined and modelled, including the involvement 
of external business partners? 
• Definition: "Established, habitual, logical, or prescribed practice or systematic 
process of achieving certain ends with accuracy and efficiency, usually in an 
ordered sequence of fixed step" (Businessdictionary. 20 I 0). 
• Justification: Gersch et aI. (2011), Zairi (1997). Rohloff (2009), Rosemann and 
de Bruin (2005), van Niekerk (2007). 
Automation 
• Question: Are repetitive processes automated and handled as effectively and 
efficiently as possible? 
• Definition: "The technique of making an apparatus, a process, or a system 
operate automatically" (Merriam-Webster, 20 I 0). 
• Justification: Liles (2007), Meek (2007), Smith and Fingar (2003), zur Muehlen 
and Ho (2006), Frey et aI. (2005), Hendery (2006). 
Sustainable improvement 
• Question: Are processes examined periodical1y to find possibilities for 
improvement? 
• Definition: Continuously adding value to processes (source: own definition for 
this context). 
• Justification: Homburg and Workman (2000), Weske (2007), Dewell (2007), 
Zairi (1997), Smith and Fingar (2003). 
4.3.5 Technology 
The measures for this category are: workflow support. centralised access, integration 
into other systems, strategic alignment and system quality. 
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Workflow support 
• Question: Are potential workflow support possibilities (e.g. release scenarios) by 
MAM actively sought and promoted? 
• Definition: Support, documentation and approvals of processes (source: own 
definition for this context). 
• Justification: Chagoya (2007), Frey et al. (2005), zur Muehlen and Ho (2006), 
Leland (2000), Chagoya (20 10), Liles (2007) . 
. Centralised access 
• Question: Is there centralised access to all necessary media assets 24x7, 
worldwide? Accordingly, are there extensive rights and security concepts? 
• Definition: Access to media assets over one single source (source: own 
definition for this context). 
• Justification: Kretzschmar and Dreyer (2004), van Niekerk (2007), Michiels 
(2008). 
Integration in other systems 
• Question: Are media assets delivered to all adjacent systems in the required 
format as well? 
• Definition: Use/allocation of media assets through other systems (source: own 
definition for this context). 
• Justification: RieB (2009), Jansen and Riemersma (2007), Tylla (2009), Francis 
(2005), zur Muehlen and Ho (2006), Frey et a1. (2005), Smith and Fingar (2003). 
Strategic alignment 
• Question: Are MAM and company policies coordinated directly with one 
another? 
• Definition: MAM is directly linked to business goals (source: own definition for 
this context). 
• Justification: Bieberstein and Vergoessen (2006), Zairi (1997), Frey et al. 
(2005), Rosemann and de Bruin (2005), MUller and von Thienen (2006), Pelz-
Sharpe et a1. (2009), Hammer (2007), Jeston and Nelis (2008), Diez and 
McIntosh (2009), Horodyski (2011), zur Muehlen and Ho (2006). 
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System quality 
• Question: Is the MAM developed/enhanced on a regular basis? Is there a 
continuous improvement process? 
• Definition: "Degree of excellence" (Merriam-Webster, 201 0). 
• Justification: Guimaraes et al. (2007), DeLone and McLean (1992), Diez and 
McIntosh (2009), Zairi (1997). 
4.4 Maturity levels 
Maturity levels give an idea of the current status of maturity. Most maturity models use 
five different levels (SEI, 2007; Pelz-Sharpe et al., 2009). This can be traced back to the 
fact that most maturity models are based on the CMM or the CMMI. Even the 
classification and the labelling are often very similar to the stagesllevels defined in these 
two concepts. CMMI, for example, defines the following levels: initial, managed, 
defined, quantitatively managed and optimising. In contrast the Enterprise Content 
Management Maturity Model, which also has five different levels, describes them as 
unmanaged, incipient, formative, operational, and pro-active. Hammer's Process and 
Enterprise Maturity Model (Hammer, 2007), the Marketing Operations Maturity Model 
(Aprimo, 2008) or the Digital Marketing Maturity Model (Webtrends, 2009) use only 
four different levels. 
Hence, these different approaches provide the following insights: first there is no rule 
that governs whether it is more sensible to choose four or five levels; second the 
labelling of the different levels may be different, but they all attempt to achieve the 
same thing, namely to give the user an idea of the different stages involved and to use 
terms that build on one another. The requirement for a detailed measurement of 
maturity described above could be better established by using five different levels. 
Thus. the following five levels are used in this research project: unmanaged, described. 
realised. scrutinised and optimised. 
Unmanaged: There is no strategy with regard to MAM. Media assets are not (yet) 
understood as a value and are neglected accordingly. Employees act completely 
autonomously (internally and externally). 
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Described: The company is aware of the importance of the subject of MAM (at least 
partially). Therefore, important issues and policies are described and documented, but 
so far implemented only to a smaIl degree. 
Realised: Key elements in MAM are implemented. Usually an IT system (MAMS) 
supports the core processes in this environment. Systems, processes and policies are not 
regularly monitored and organised or developed in a meaningful way. Initial interfaces 
to other IT systems exist. 
Scrutinised: The significance of MAM and the contribution to business success are 
identified and are constantly scrutinised in order to initiate further improvement steps 
(e.g. connecting to other systems, access rights for ever larger group of users). 
Optimised: MAM is an important and central issue in the company. Correspondingly 
high is the weighting and the top management support. There is a clear long-term MAM 
strategy that involves all stakeholders in a process (internal and external). Regular and 
comprehensive controlling and specialised HR services are established. 
The unmanaged level is sometimes labeIled as initial or chaotic or similar (SEI, 2007). 
This shows that there are in fact no requirements at this level. Optimised in contrast as 
the highest maturity level, is the benchmark against the "system" (not against other 
companies) and requires the fulfilment of many details. The optimised level is 
influenced by many previously outlined idealistic concepts and best practices. It is 
characterised inter alia through the involvement of all parties of the media supply chain 
and the constant striving for improvement based on detailed analyses. 
The following tables present every variable and every level isolated from one another. 
Later on, the complete MAM3 is built together in one document. 
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The unmanaged level describes the lowest condition and therefore has no requirements. 
Unmanaged 
!l Applicability Media assets used iffindable and accessible 
~ 
= Convergence Not discu<;sed 
= ] Master data No rules exi<;t, n~dia assets stored inconsistently and redundantly without version, ~ management date, status 
= Q Metadata Media assets stored individually without any infonnation 
Fle xibility MAM's contnbution to enhancing an organisation's flexibility is not recogni<;ed 
.... 
c 
~ Innovation MAM is seen as a productive system E 
~ 
= c Governance No MAM Governance Guidelines 
= ~ 
Controlling MAM activities are not monitored 
User circle Access if needed on request 
~ Skills No idea of value ofMAM 
c. 
~ 
~ Collaboration No collaboration via system: only e-mail or similar 
Usefulnessl N 0 ~asures and no interest Usability 
Com;istencyl Processes are the responsibility of the individual Repeatability 
~ Methods N 0 ~thods u<;ed 
~ MAM and marketing processes are manual ... Automation Q., 
Sustainable Not managed improvement 
WorkOow 
support 
No workflows defined 
Centralised Access to ~dia assets not consi<;tent ~ access 
c 
Q Integration in MAMS works as a stand-alone system c 
.c other systems !l Strategic p.. MAM and business work as stand-alone systems 
alignment 
System System used as it is quality 
Tahle 25: MAM3 - unmanaged level (source: the author) 
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The level described goes beyond the unmanaged level and has very few requirements at 
first. Often, businesses are already considering the topic and are aware of what they 
should do, but have still not been able to achieve partial realisation in the area of MAM. 
Described 
.!!/ Applicability Location nonnaIly defined via path and folder structure 
~ 
cc Convergence Guidelines exist and have been discussed and descnbed cc 
:a Q,I Master data ~ management Guidelines for storing rredia assets exist 
cc 
Q Metadata Path and folder structure provide an idea of the content 
Flexibility MAM is partially accepted as enabler of flexibility for new bu~iness goals and new bu<;iness models 
... 
= Q,I Innovation Possibilities for innovation are known and declared E Q,I 
~ 
cc 
= Governance Negligible description of rules and benefits ofMAM. Not known by everybody cc 
~ 
Controlling Definition of KPI in MAM environrrent 
User circle Definition ofu<;er circle 
~ Skills Employees know the benefits ofMAM Q" 
Cl Q,I 
Q" Collaboration Possibilities and benefits of collaboration via MAMS are descnbed 
Usefulnessl 
Relevance for success is known. Only minor activities Usability 
Cons iste ncyl Dependencies between processes of employees are detected and docurrented Re pe atability 
~ Methods Awareness of appreciation of n-rthods 
~ 
Key processes are identified and possibility for automation is known ... Automation Q" 
Sustainable Only key processes, often with short-term orientation are recognised improvement 
Worknow 
Key work flows descnbed and chance to support them is seen 
support 
Centralised 
Benefits of centrali'ied access are recogni<;ed ~ access 
Q Integration in Potential through connection to other systems i'i seen and docurrented = ~ other systems 
~ Strategic Evaluation and description of influence of MAM on bU'iiness goal'> 
alignment 
System Roadm1p for quality improverrent of system exists 
quality 
Table 26: MAM3 - described level (source: the author) 
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There are already noticeable activities in the area of MAM at the realised level. Many of 
the requirements can only be met with the support of a modern IT system, normally a 
MAMS and a clear MAM strategy. 
Realised 
~ Applicability Clear guidelines on where to store rredia assets 
~ 
tIJ (U Convergence Quality/Convergence of main tasks is assured 
.:1 
'C 
~ Master data Data normally only stored once (but perhaps on individual drives). Versions are ~ management linked together 
~ 
Q Metadata Detailed description for every rredia asset should exist 
Fie xibility MAM is used to strengthen the flexibility in sorre key areas 
.... 
I: 
~ Innovation Use ofMAM for several innovative services E 
~ 
(U Detailed MAM Governance guidelines exist Known and understood by aD people I: Governance ~ 
who work with the system :; 
Controlling Analysis of sorre rreasures, often on request 
User circle Access to MAMS for a user circle defined in advance 
Skill., Knowledge of MAM's contribution to reaching business goal<;. Correct operation 01 J! system is standard Cl. 
Q 
~ 
=- Collaboration Internal collaboration via MAMS in key areas 
Usefulnessl Inquiry about users' perceptions in operational affairs (if problems occur) Usability 
Cons i"te ncyl Team-work in<;tead of individual operation .. , Employees understand their 
Re pe atability contnbution to success 
~ Methods Use ofn-ethods internally 
15 
Key processes are automated 
"" 
Automation 
=-
Sustainable Need for sustainable improvement increases interest in BPM in the area ofMAM improvement 
Workflow Main worktlows are supported and docUJrented by the system 
support 
Centrali .. ed Employees use one database ~ access 
oS Integration in Q There is integration in sorre other systems c 
.c other system; ~ Strategic ~ MAM in~talled as central service to support bu<;iness goal'> ali~nment 
System Important tasks are realised in tirre. Focus on stability of system 
quality 
Table 27: MAM3 - realised level (source: the author) 
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The scrutinised level calls for a clear and detailed MAM strategy with clear efforts in 
many different areas and a clear alignment amongst different variables. Therefore every 
step and status has to be scrutinised within specific time intervals. 
Scrutini .. ed 
Applicability Findability and accessibility and possibility to reuse !redia assets are key factors in 
:l company 
~ 
co Convergence Exceptional cases can be handled without issue 
.59 
'0 
CI.I Master data Control !rechanism; avoid storing redundant data and versioning shows the history ~ management of !redia assets 
co 
Q Metadata Storing of !redia assets not possible without description 
Flexibility MAM is used to strengthen the flexibility in all areas where !redia assets are involved 
~ 
= CI.I Innovation Manage possible support of business goals S 
CI.I 
OIl 
co MAM Governance Guidelines are regularly monitored. Acceptance is prerequisite to 
= Governance co work with system .... 
..e 
Controlling Monthly reporting on all KPls (e.g. access rates, downloads, processing tilT~. re-
use, external access rate) 
User circle Continuous monitoring on !reaningfuJ changes and extensions 
J! Skills Special HR services and trainings to improve skills in the area of MA M 
Cl. 
Q 
CI.I 
~ Collaboration Monitoring of new collaboration possibilities 
Usefulnessl Surveys with employees about topic. Solution of problem;. Find recommendations 
Usability for improve!rent 
Consistencyl Company-wide guidelines for every business process. Project group and individuals 
Repeatability question their work and are asked to do so by the board 
~ Methods Constant eye on market for better docUlrentation and realisation 
e Automation Key processes are still automated. All other processes are in~pected to detennine ~ whether it i<; possible automate them within a short period 
Sustainable Processes are scrutinised on a regular basis. Objective n~asures available 
~mprovement 
Worknow An workflows are supported by the system. Approval processes are supported 
support 
Centralised User rights and rights managen~nt enable access to relevant !redia assets. 
~ access Dashboard for relevant information exists 
~ Integration in Regular revi~ion if connection to other system; has business benefits 
= .c: other systelll'i ~ Strategic ~ Changes to business goals are always coordinated with MAM 
alignment 
System Roadmap is con<;tantly being expanded. Increasing focus on long-term goals in 
quality addition to short-term goals 
Table 28: MAM3 - scrutinised level (source: the author) 
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The highest level and a de-facto benchmark is level five (optimised). The optimised 
level requires extraordinary effort. 
Optimised 
Applicability Applicability for aU participants (even externaL e.g. rredia agencies, photograprers) 
:l with user rights 24x7, worldwide (Webbrowser) 
~ Convergence Convergence of co mm .mic at ion is paramount to assure brand consistency, own QM ~ exists to handle proactive innovation'" changes :s 
\1,1 Master data Only one source for storing and delivering data. Extensive documentation. No ~ management individual sources. Description of coherence 
cu 
Cl Metadata Metadata quality is seen as a KPI and therefore treated with highest relevance 
Flexibility Proactive search with partners, suppliers and customers to rreet tomorrow's market demands 
... 
I: 
\1,1 Innovation Search for new business model .. supported through MAM (internaL externaO e 
~ 
~ Governance guidelines are revised on a regular basis. Especially with new business I: Governance cu goals. change of business model 
-~ 
Controlling Controlling involves BI tools with (predictive) analysis, reporting and planning functions 
User circle Access for all internal and external people involved in a process. Adjustment in 
advance of changes. Detailed usage rights 
~ Skills 
Process oriented group trainings with external and internal participants to find better 
Q, understanding and ideas for improvement 
Q 
\1,1 
=- Collaboration Internal and external collaboration, worldwide, 24x7 
Usefulnessl Usability and usefulness are regularly measured (internaL external). lnsights are used 
Usability for enhancements 
Cons is te ncyl All processes (internal and external) are understood. documented and monitored on 
Repeatability a regular basis 
~ Methods Processes are defined in advance with aD members oftl'c media supply chain 
~ 
~ Automation AD recurrent processes are automated. Permanent search for optimi<;ation. 
=- Integration of third parties into process 
Sustainable Sustainable improvement of processes i" a top managerrent task. Own project 
improvement group. professional BPM, own departn~nt 
Workflow Con<;tant quest for in1proverrent, even more cOO1plex processes with partners, 
support suppliers and custorrers 
Centralised External parties are able to work with MAMS, manifold security concepts, tracking 
~ access of downJoads Q 
Integration of third parties. Selection of new software system; with a view of joining '0 Integration in 
I: 
.s:: other system; themtoMAMS ~ 
~ Strategic Permanent rrxmitoring of business goals and MAM and sustained adjustrrent, even 
alignment with third parties 
System CIP (continuous improverrent process) in<;talled. Cooperation with software vendor 
quality and third parties. Strategic factors involved 
Tahle 29: MAM3 - optlmised level (source: the author) 
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The optimised level builds on the scrutinised level but in many cases includes additional 
criteria, often regarding the involvement and inclusion of external parties, including 
partners, suppliers and customers. The media supply chain is regarded in its entirety, 
and it offers considerable potential, but not without exerting a great deal of effort. Thus, 
it is not possible for every business to achieve the level optimised, nor should this be the 
goal. This is also covered in the expert panel discussion. 
In the next chapter the described and isolated observed levels are combined to form the 
overall Media Asset Management Maturity Model (MAM3). 
4.5 The Media Asset Management Maturity l\fodel (MAM3) 
The following three tables illustrate and explain the Media Asset Management Maturity 
Model, its structure and logic (1), in its entirety (2) and its practical use (3). The first 
table merely offers an overview indicating that the model consists of 21 variables and 
five levels. 
This results in a matrix with 105 cells. In the second table all 105 cells are filled with 
descriptions and indications already presented in the chapter above. The third table 
shows how the MAM3 could be used as a worksheet in practical use. It is perfectly 
conceivable and more than likely that companies using the MAM3 are unable to reach a 
certain or equal level for all 21 variables. This provides them with an idea of the areas 
in which they are already doing quite wen and the areas in which they are still lagging 
behind. The MAM3 is more powerful as a management tool if the evaluation of a 
company is compared to others (ideally with similar basic conditions). 
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Table 30 illustrates the logical structure of the MAM3. 
Unman"~ed I Described I Ru lised I Scrutin ised 1 Opl imise d 
A ppl icabilil Y Maturity level achieved 
..... 
!l ~ 
~ 
co Conve l'ltence 
.11 
." 
::E i 
.. Mlluer dota ~ Q mruUlgeme nl 
M eladolo ::E 
~ 
flex ibilily 
0 
~ 
..,j.j 
C Innovalion • ...-4 
El ~ 
.. B .. !! Gove rnance ~ C'd ~. 
S 
Co ntrolling Q.) 
Us •• circle .s 
Q.) 
~ 
Skills ::s 
-a t;/J 
~ C'd Q.) 
Collnbon.lion S 
Use fulne ssl 0 Usnbili ly 
..,j.j 
Cons is le ncyl '"'d Q.) RepealJlbility 
t;/J 
=' Methods 
t;/J ~ (l) 1 ~ A ul,omntion ~ 
.~ 
Sus tainable a 
improve me nt :> 
"'0 
Workftow ~ SUpPOM 
t;/J 
Cent ralised Q.) 
acress • ...-4 
... 
$.-01 
.. 0 ..2 j Inlegrntion In b1J 
" 
olhe r 5ys l.ems 
* 
~ 
Strategic 
Idignme nl U , , 
Sys le m qual ity 
Table 30: Structure and logic of the MAM3 (source: the author) 
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Table 31 illustrates the entire MAM3. 
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" e
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.. 
l1! 
.. 
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.. 
Q. 
i: 
'" 
~ 
£ 
Aplll icabilily 
Com'c rge nce 
Mn.,lerdata 
ln8nnJlCmenl 
Metadula 
~, .. ihilily 
Innovotion 
('..ovemallce 
Coni rolling 
USf'r circle 
Skills 
Collnbomlion 
Useful..., ssl 
USI~lili l y 
Consis te ncyl 
RepenlJlhilily 
Melhods 
Autolllnlion 
SlIs t,linllble 
improvement 
Workftow 
support 
Ce ntralise d 
IlCcess 
Integrlltlon in 
olher sys tems 
Slnllegic. 
alignment 
Syslem qualilY 
U lllnan" ~ed 
M~'\h<i It!.M!U U'Ltrd Ir fillddhll' anJ 
iICU!.'I~ ihli.' 
Nu fu lt", l'''lrol. III('(h .. ~"\Cl lo 
~ I Oh.-d u)(:('lfb l, lcmly and 
rl'tlundamly Wll t.oul \'eI~K.ln , 
ddle, hlal US 
Described 
I.lIcal ion nornmlly (iclincd via 
piu h and foldl..'f ~l ruct UJ C 
Cluidchnc,\ en .. . lULl! haVl' IlU.'Jl 
dl~CU\\l'lI an4.1 (bcrilx'll 
CiulddIOC.\ rur stnung media 
Ii.'SI.,'t~ CAc. 1 
Realised Scrulinised 
fLeu!" gu ldclm~ on ", hLore 10 ~ I (lrc Findahihl'j and accc.-5sibiIII Y and 
!H{'thil 11.\5,,11\ p~~ihlhI Y HI reuse " ,,-'(hu .",.l'1 l1 
Q UlthI Y/(\ lllVl'fl:}!l lCC uf n\iliin 
I Il.~kIi i~ il\!ourud 
DII'a numlltlly nnly "'I Med once 
(ll\J1 pcrtwp~ on Indl\lidual 
dnv('S). V",nlOl \.~ 1U"t.! hnLu.I 
IllJ).1hcr 
IIo rc Ll.'Y fuctllr~ in WlIlfllmy 
l illL1."I ;nnUl ~o QUI be handkd 
w llhoUI bllUC 
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vCh lonlng 5hO\~'h the hl!.toty or 
nn lUllbltCI5 
Opllmised 
Arrha.IHhl )' fur all pin ICIPWltS 
(even ClOL"U&1, e.J;,. lIltdlll 
1l .... 00CH. pmof O!f'lr hco.) with 
U\l'" nl!llh 2-h 7. wtXlJwl(ic 
(W cnhHlWIiCf) 
l " IllV"""jJ.'11U.! (I f Ul llllllUlIIUlllo n IS 
,, "'il IIW'Un! 11) ""'Hire hrwKI 
CC lllllislCllll'.l lwn OM t'Xl~15 1 0 
luuKlIt' prouclh'c innovBl ioll.J 
chilli " • 
Only onc lIIoourcc rur II lorlllX !lnd 
ddl\ f.,,.III,datl . l:xJcl\!l I\·(" 
docunk.,uaunn. No .kh vKlual 
sour~. Dl"i(1'IP ltOll or a d'ICrCOC'C 
MediOl a.\"cl. ... ~ I (th.'(\ indl\'kluMlly )lalh Wld r(lldcr slrua ure providr Dl'iIllk..'lI ck.!icnpllon rrw eVL1)' SlI1nng o( mcdilli a~M.h 110 1 
pO!lsihlc \10'11 houl dt.."\CfIpt ion 
Ml'udata qu alil y I§ """lit!>. Kt'1 
and I her erorc IfCillru .... d th hl!!hcsl 
rt·k..'VIV'K.'t' \Io'llllfIIJl uny inrnrmalk)ll 1111 idea or,hc \.'onl ",'01 media :L~s(.", tohoukl ClQ~ 1 
MA M ' !I cuntr ihulinn IU 
cnhuncmgun (lr~II~lIl i(l Il ' ~ 
f\.'xihihl Y is UIlI rl..'OOja ll .. oo 
M A M i .. scm :t. . a p roJUCllVC 
"ySl l'I II 
No) M A M (lIt\'Cmalll't' 
(l u llk~ I I1k-~ 
M AM 1If..'1 lvlllO arc nol 
n1UIUI OfCd 
ACC(~' If I~k,j nn rC<11k!fo1 
No Idea of vlllue or M A M 
Nil m ll..ronll tOU viII s)'lIh.:m: 
nnly c·lIlalllll .!. lInililr 
No mca~ur", and no Inl l.'fC!oI 
I IRIOO'o!h,~ im· tht: fl'hPOII"'lhliII Y 
or I tit In...lI\'Klual 
Nu IIIL'I huch, u~l'll 
MAM and ll1arL ('1 I1l~ p(O('(.'ti/l(':!r. 
alc II-..muwl 
NClllmu13Sf.,,1 
No wmk now dcfillcJ 
ACCL~1I 1 0 nu lla a"Sl't i nOl 
colI 'l i"I""'11 
M AMS woo./I a.~ ioI .!. IIUKI-akul(' 
liy~ l cm 
M A.M lUll! huS Il ".~,. weuL a~ 
!\l and-alone lIy~I{'n~ 
~)' li l cm u .. cd a~ I1 l~ 
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cnahk.'r\)r ncxlhihl )· rOf new 
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l'o!l.slhihl iUII ror innnvlllloll llfC 
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and h .. ,1lCnl" Cl( M AM . NOI 
known hy cv<'f)' hody 
111.!rlllil lllll of KPI III MAM 
l'llV lronntcnl 
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l:mpk"t )'CC!'I lmow Ihe ht' lcfils Hr 
MAM 
I'ml~ .hlhl lCfii 14IK1 tw..,lClih of 
Ql lluhonUKlIl via M AM S ~c 
lk.."'il'nht.'tI 
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IL'COWliM .. '<I 
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Ih .. '1lCfil s or i.X.'t1 lrahsltl lKU."'S1i are 
rl't'O"l i~cd 
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f1cxihill1 Y in ~Ulrl.· Lt')' iU"CilS 
Ut,C or M AM rur acvL, ... 1 
inl"lovllli vl' II"''(\·K.'Cs 
))(,'1 ruk'(] M A M ( lOVI.," llVlCC 
gukJclm ... 'lI CXJ~ I . Known and 
wldt.nlUnd by all p(.'up k' whn 
work" II h Ihe ~VA I CIII 
AnalYhillllf M1 I11C u-...: ..... u rCII. Orl( .. '11 
{In rCtluchl 
Au.'t')os 10 MAMS rur a U!loCl' 
ciJdc dcfiuctl in udvarK.'t 
Knclw l~lj,j:ofM AM ' i 
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III kL")' lUCil~ 
Inquiry !ihtlul Ulil'rli' pCfCl.,-.llOlllO 
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Tahle 31: The entire MAM3 (source: the author) 
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Table 32 illustrates the practical use of the MAM3. 
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Flexibility 
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Table 32: Practical use of the MAM3 (source: the Iluthor) 
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4.6 Performance as the dependent variable 
Maturity models are used to measure performance in a specific area - in thi s case media 
asset management. This is the reason why performance is used in thi s research as the 
dependent vari able. Performance, performance improvement and pelformance 
measurement have been already widely di scussed and examined in the literature review 
(chapter 2). 
Jansen-Vullers et a1. (2007a: 3) conclude that "that the dimensions of the devil' s 
quadrangle are suitable for measuring the performance of a workflow. The dimensions 
cover the concept of perform ance and the other performance measurement systems do 
not provide additional relevant dimensions" (see table below). 
Quality 
Cost TIme 
Flexibi li1y 
Figure 17: The deviJ's quadrangle (source: J ansen·Vullers et al. , 2007a:3) 
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Regarding the involved dimensions it should be noted that lansen-Vullers et al. (2007:2 
pp.) define as follows: 
• Time: is "a source of competitive advantage and the fundamental measure of 
performance". 
• Cost: "The most commonly used performance targets are of a financial nature. 
The cost dimension is closely related to the other dimensions". 
• "The quality of a worktlow can be judged from at least two angles. External 
quality is defined from the customer's side, the person or organization that 
initiates the workflow and will receive the output. Internal quality is defined 
from the worker's side". 
• "Flexibility can be defined as the ability to react to changes" and "it appears that 
flexibility can be identified for individual resources, for individual tasks, and for 
the worktlow (process) as a whole". 
This set of definitions and accompanying assumptions fits very well with the ongoing 
research. The only aspect of this that could be considered problematic is the external 
quality on the part of the customer, which is why this should ideally be measured with a 
customer satisfaction surveyor similar form of analysis. This was not possible in this 
research project, so it was necessary to trust the experience of the interviewees on this 
topic. In general, however, key users and project managers have a feel for whether their 
MAM is an enrichment for external parties (especially customers) or causes more 
problems than benefits. Thus, this measure for performance was included in the further 
analysis and is part of the questionnaire, because there were several substantive reasons 
that made the measurement possible. 
4.7 Conclusion 
The MAM3 was built on the basis of a broad literature review and now includes 21 
variables/measures in five categories. It has five levels (unmanaged to optimised) and 
therefore 105 cells. The optimised level builds on several idealistic concepts and best 
practices of the respective variable/measure. 
Looking at the table below, which sums up the requirements for maturity models in 
terms of the MAM3, it is apparent that the MAM3 is able to fulfil these requirements. 
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Enabled through the 
Requirement MAM3 (view of Comment 
researcher)? 
Measure current status Yes By choosing a certain maturity level for a 
variable 
Give an appraisal of how far Through comparison of chosen level and 
companies are removed from Yes 
best practice standard<; best level 
Enable companies to compare 
Yes Through comparison of own classification 
with others with classifICation of others 
Show steps on how to reach Yes By looking at the level above benchmark 
Clear criteria for Yes For every variable and every level defmed 
measurement 
Deliver expressive and Yes Model shows current status for a muhitude 
unambiguous results of variables and vi<;uali<;es these 
Adaptability for different 
Yes 
Model is able to support measurement 
organisations independent of branch and size 
Purpose oriented Yes Clearly supports the measurement in a 
media asset management environment 
Wide practical application and 
Yes Model is buih to enable this 
acceptance 
Integration of best practice 
Yes Defmed in level 5 (Optimised) 
approaches 
Partly descriptive and partly AD the fields in the matrix are descriptive; Yes the next higher level could therefore be prescriptive 
seen as prescriptive 
Includes traditional and Short-term and long-term measures 
innovative measures (e.g. Yes included, best practices with clear focus on 
team metrics, long-term 
orientation, customer focus) team and customer orientation 
Table 33: Requirements for maturity models in terms of the MAM3 (source: the author) 
The analysis of these requirements also played a larger part in the expert panel and the 
triangulation section. These findings are presented in chapters 5 and 6. 
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5 The expert panel 
This chapter presents the data analysis and the key findings of the expert panel. The 
experts' input on the questions has therefore been reviewed and conclusions have been 
drawn from this. Experts may often have differing opinions on a single topic, which is 
why it was not possible to include every idea in the MAM3. 
5.1 Introduction 
As stated in chapter 4, the MAM3 is able to fulfil the requirements for maturity models 
in general from the point of view of the researcher. This chapter presents the findings of 
the first qualitative stage (expert panel). Furthermore, a discussion follows and 
conclusions are drawn as a basis for the next stage (one-to-one interview). From the 
very start, it is important to point out that the experts involved had opinions that ranged 
from slightly different to completely different in some areas. The key was to identify the 
most relevant factors and the crux of the matter for the model. The subsequent one-to-
one interview was more detailed and triangulated in some areas, especially with regard 
to topics that sparked different viewpoints. The findings are presented here initially in 
the same sequence the experts replied to the questions asked. 
The table below summarises the answers with a view to the level of agreement! 
disagreement and shows the major points of criticism and praise. The answers were 
weighted initially to discover the key points. Therefore the degree of acceptance was 
elaborated on. Total agreement was rated with +2, agreement with + 1, neutrality with 0, 
disagreement with -1 and total disagreement with -2. Through addition a score was built 
(possible scores from +12 to -12, 6 experts maximum) which indicated the overall 
fulfilment of requirements for maturity models. 
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1 U2,CI UI,C2, SPI 7 Reduced complexity Explanation of cells helps 
SP2 Boundary of levels Very logical 
Not usable for all companies Similar to other maturity models 
2 Ul,CI, U2, C2, 9 Allocation of some variables Categories are chosen appropriately I 
I 
I 
SP2 SP I Aspect: use of information missing Categories chosen carefully, cover the necessary I 
Category "people" unclear, better "user" dimensions 
3 U2 UI,CI, C2 SPI 3 Lack of international a<;pects All significant variables included 
SP2 Some aspects missing Model is extensive and detailed 
4 U2,CI, UI, C2, 9 Declarations and examples are necessary Understandable, yes of course 
SP2 SPl Adapt to particular business purpose 
5 UI, U2 Cl C2, 5 Clearer boundary of some variables needed Descriptions are well chosen 
SPI, Descriptions build on the maturity stages 
SP2 
- .. _--
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6 UI, U2, SPI 10 Missing correction factors for business purpose Definitely yes, I have applied it to our current state 
CI,C2, Not every company should achieve the same "score" Companies can uncover potential for improvement 
SP2 in every category Model gives an accurate picture of the current situation 
7 U2,CI UI,C2, SPI 5 The right column is not automatically the "best fit" We could identify very meaningful areas of pain 
SP2 Model as basis of a qualitative benchmark 
i 
Certainly a help on how to improve 
I 
8 CI,SP2 Ut,C2 U2 SPI 4 Limited because processes and structures of Checklist could be used as an objective reference 
companies are not taken into account as model allows a structuring of the problem, it is also 
Risk of comparing apples and oranges likely to compare companies 
9 SPl C2, SP2 Cl U2 ut I Model represents an established "status quo" Very good basis for a "first assessment" 
Concrete measures will have to be worked out in Subjects get an idea of the direction of development 
detail One can certainly see from the model how to develop 
Detection of specific steps for further development further steps 
can only take place based on the model 
10 UI,U2, C2, SPl 8 Errors due to subjective measurement could lead to Yes, but some criteria play a major role depending on 
Cl, SP2 individual differences the size 
Applicability ofthe measurement result is in my view, The method is clear and unambiguous and constitutes an 
not given act of an objective a'>sessment 
Certainly, one could discuss individual cases just as there is much knowledge imparted 
_._-
-
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· 11 U2,CI UI,C2 SP2 SPI 4 The results are meaningful if the evaluation of a 
I 
company is carried out and moderated objectively by a 
I knowledgeable expert 
An important advantage of the model is the structured 
analysis of the topic 
12 U2,C2, Cl UI SPI 0 Problems, especially with larger firms The model is suitable, in my view, for a cross-industry 
SP2 There is a framework missing to assess the results benchmark 
The model is universally applicable 
13 CI,C2, Ul,U2, 3 Recommendations for action: The result of the model Objective to study the performance of MAM: yes I 
SP2 SPI is the uncovering of the status quo. Recommendations you can use it to examine your own situation, ! 
go beyond the model you can also find evidence on how to improve and to 
consider whether a company wishes to pursue this effort 
14 CI,C2, UI, U2 SP2 8 Perhaps it should be simpler (less parameters) Yes, but the model still has to prove first cases 
SP} However, the uncertainties should be removed so that Important prerequisites for this exist, such as the 
any model user can apply the model without issue popular graphical visualisation and methodological 
guidance 
It is practice oriented in my opinion, anyway 
~-
Table 34: Overview expert feedback e-mail interview (source: the author) 
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5.2 Findings 
This chapter presents the findings of the expert pane1. The structure therefore fo1lows 
the sequence of the questions from the e-mail interview. 
Question 1: Is the model in its entirety understandable and well-arranged? 
All experts replied with yes, so understandability and clarity are substantia1. "The model 
is logical and, with the matrix format, it takes advantage of a commonly used 
representation. It joins the visualisation of other well-known maturity models" (C I). It 
"is clearly established and the objectives are clear. By dividing them into separate 
categories, the views are made clear as well" (C2). SP2 refers to the relevance of the 
attached "Declaration of MAM3" because "the core issues alone are not distinguishable 
enough. With these statements they are" (SP2). Criticism concerns the occasionally 
reduced complexity (Ul, SPl) and the difficult boundary between the five maturity 
levels, especially between the levels scrutinised and optimised (C2: "Moreover, not an 
areas make it clear how to delimit scrutinised and optimised (they are both ambitious 
visions) - but the explanation of the different cells remedied this situation quite well"). 
Even Saunders et a1. (2007) refer to the willingness to participate in a survey by 
reducing complexity. Furthermore, the most relevant maturity models in this area focus 
on a smaller quantity of variables. 
Question 2: The categories included in the model are: data/media assets, 
management, people, processes and technology. Are the categories well chosen, or 
is there a category missing? 
There is broad agreement between the experts that the categories are well chosen. Cl 
points out that "the categories are chosen carefully and cover the necessary 
dimensions", U2 describes that "the categories are chosen appropriately" but adds that 
"the assignment of some variables to their categories is not always conclusive", 
Criticism is focused on a "time/development component" (SPl), the allocation of some 
variables (U2. C2) and the "completely missing aspect of the use of the information" 
(C2). 
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Question 3: Are the major variables required to assess the categories included? 
Most of the experts judge the variables included in the model as sufficient and well 
chosen. V2 writes: "Yes, all significant variables are included" and Cl points out that 
"the present model is extensive and describes in detail the aspects of MAM". VI is 
missing the international aspect in places and C2 indicates that the use of information, 
the organisational framework and requirements and a distinction of the type of content 
is relevant as well and not listed explicitly. SP2 criticises that "usefulness and usability 
are fundamentally different and should be separate criteria". Moreover, there is some 
advice indicating that some variables could also be put into other categories, but "this is 
in the eye of the beholder" (C}). A detailed overview about the comments on variables 
can be found in the discussion part of this chapter. 
Question 4: Do you think that the maturity levels are chosen in a reasonable and 
understandable way? 
According to the feedback of the experts, the levels are understandable. V2 notes that at 
first he was "slightly bothered by the level scrutinised, but it should be regarded as 
meaningful, perhaps even necessary as an intermediate step between realised and 
optimised". Ct adds that "it is obvious that a higher maturity level is associated with a 
more mature MAM. Since the definition describes a fictitious organisation of complex 
relationships, estimation is difficult for category levels". C2 points out that "the 
distinction between stages 4 and 5 is not always easy to accept, since both are very 
advanced stages. Indeed, reaching step 4 is already like being in paradise. The next step 
(5) often has little more to offer, while the differences between the levels (1), (2), (3) 
and (4) are usually very clear". SP} writes "Understandable, yes of course. Reasonable 
must be adapted to the particular business purpose - it is not universal or generally valid 
- I do not think, however, that a universal model in a static form can be found". 
Question 5: Are the descriptions in the matrix for every variablellevel correct and 
sensible? 
For most variables the descriptions are correct and sensible, but "companies that want to 
adopt this maturity model must be already familiar with the processes and terminology. 
I assume, however, that it is not released to companies without any moderation 
whatsoever, but that it is instead accompanied by a process" (V2). Cl also indicates that 
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"a self-assessment could be problematic because of the high granularity in some cases". 
C2 adds that the variables metadata and master data management in particular need a 
"clearer differentiation" because "metadata actually already includes issues such as 
versioning, etc .. Master data management is, in my view. aimed more at maintaining 
this metadata model: development, mapping to other models (e.g. from other 
applications), etc., only meta-metadata management. The content is similar because the 
boundaries are blurred". 
Question 6: Is the model able to measure the current status of media asset 
management? 
According to the experts' feedback there is broad agreement that the model is able to 
measure the current status of media asset management. U2 describes that he has applied 
it to the current state of his company and is "appalled that there are still some points 
where we still have much to do". Also Cl supports this by pointing out that "the model 
allows an assessment of the topic based on a structured checklist. Companies can 
uncover potential to see where their MAM can be improved". And C2 adds "Yes, the 
model can - with the restrictions mentioned above - give an accurate picture of the 
current situation. Here. the differentiation between the various major categories is very 
useful, since the model clarifies that MAM is not only about the content itself or the 
technology. but also about the framework". As possible points for further improvement, 
SPl states "there are missing correction factors adjusted for business purpose. Not every 
company should achieve the same score in every category". 
Question 7: Does the model give an appraisal of how far companies are removed 
from best practice standards? 
Most experts (five out of six) agree that the model gives an appraisal of how far 
companies are removed from best practice standards. U2 writes "definitely yes, we were 
able to identify very meaningful pain points" and Cl adds that "the model can form the 
basis of a qualitative benchmark. Companies can therefore find industry-specific best 
practices based on the model and compete with it". C2 acknowledges "the model is 
certainly a help on how to improve. It should be discussed whether a real best practice 
exists for every need and every starting position and if so, whether this is accompanied 
with the performance of the maturity level optimised. For small requirements and small 
budgets, steps (3) and (4) are certainly interesting". Furthermore "mainly the fields of a 
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property that are right from their own state of the company offer enough ideas for future 
development and effort" (SP2). SPl negates this question because "the right column is 
not automatically the best fit column for a company. Creating the matrix practically 
makes media asset management an end in itself for the company". 
Question 8: Does the model enable companies to compare themselves with other 
companies? 
While four experts see the possibility for a comparison of different companies, two 
experts see this as either limited or impossible. Reasons for comparability are that 
"especially the checklist could be used as an objective reference point to benchmark the 
individual circumstances in a structured way" (Cl) and that "since the model allows a 
structuring of the problem it is also likely to compare itself with others" (C2). U2 
criticises: "This is in my estimation only limited because the processes and structures of 
a company are not taken into account. Without knowledge of processes, a direct 
comparison of levels could be misleading/wrong. Take controlling, for example: 
according to our needs we would already rate a statement such as "we know how often 
an asset is used" as optimised. This is because deletion or archiving scenarios could be 
established based on this information. For a photo agency that may be the first level 
realised because the exact nature and frequency of use here defines the billing model". 
C2 shares this view, expressing his opinion that "the requirements, objectives and 
frameworks can hardly be considered, so you could run the risk of comparing apples 
and oranges". 
Question 9: Is there enough information to show companies how to reach the 
benchmark? 
The opinions about that topic vary widely. SPI points out that the matrix is a very good 
basis for a first assessment in order to subsequently carry out a consulting process to 
determine the applicability of the identified factors. SP2 limits this view because 
companies "may lack the expertise, what would be available or feasible in the MAM 
region". Intended to remedy "there should be an introduction and a recent market 
survey on features of current market leaders of MAMSs" (SP2). C2 declares that "one 
can certainly see from the model how to develop further steps. When completing the 
cells, you could see how the levels built on one another (possible exception: (4) (5)). 
Reading this information automatically shows you what steps you have to carry out to 
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get to the next level of maturity". So "it absolutely presents development potential for 
companies, is in my view. Only the question of the benchmark is unclear to me" (C2). 
Cl adds restrictively that "the model is a method for detecting the status quo. By 
regarding higher maturity levels in the model, the subjects get an idea of the direction of 
development. The detection of specific steps for further development can take place 
based on the model". 
Question 10: Are there clear criteria for measurement? 
The criteria for measurement are regarded as clear. "The method is clear and 
unambiguous and constitutes an act of an objective assessment. Errors due to subjective 
measurement could lead to individual differences in the situation assessment. It is most 
likely also not the point of a maturity model to achieve a precise mathematical 
assessment that can fit into an equation" (Cl). According to V2 there are "some criteria 
that play a major role depending on the size/organisation of the company". C2 points 
out that "in most areas, the criteria are clear. Certainly, one could discuss individual 
cases or if there could possibly be intermediates or whether there were other aspects to 
be considered at the relevant variables. But this would only cause the model to fall 
apart. Just as there is much knowledge imparted". 
Question 11: Does the model deliver expressive and unambiguous results? 
Most experts affirm that the model delivers expressive and unambiguous results. V2 
writes: "Definitely yes. The results are expressive if the evaluation of a company is 
carried out by a knowledgeable person, is moderated and wiJ] be carried out 
objectively". Cl adds that "an important advantage of the model is the structured 
analysis of the topic. Companies recognise strengths and weaknesses in individual areas 
and thus have the opportunity to respond specifically to it". C2 supplements that, "if it is 
clear that the use and organisation is not in the focus or covered by other aspects, and if 
the uncertainties are removed, the model will provide clear statements on the 
performance of the company". VI also accepts that the model delivers expressive and 
unambiguous results but sees the model only "as a starting point" while SPl answers 
this question with no. 
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Question 12: Is the model adaptable for different organisations? 
This question has the lowest score of all questions (0 and therefore the only question 
without a positive score), meaning this is the area of greatest uncertainty from the 
experts' point of view. "The model is suitable. in my view. for a cross-industry 
benchmarking, and can serve as a basis for developing special benchmarks. The same 
applies to the company size. This checklist is aimed more at larger companies with 
complex processes and IT structures" (C I). C2 qualifies this by saying "the model is 
universaI1y applicable, but there is a framework missing to assess the results. Small 
businesses with few assets probably need less sophisticated strategies and should use 
less effort than international, closely-linked corporations. But the aspect or the 
benchmark comparability should indeed not be the core aspect of your work. You 
created a very extensive range of tools with which it is possible to continue the 
research". Even SP2 presents a similar view, adding "but how far smaller companies go 
to the direction of the optimised column should come from an economic perspective". 
UI and SPI deny the adaptability for different organisations. 
Question 13: Is the model purpose oriented? 
Several experts ask for the goal or the exact purpose in this context although the 
purpose was stated explicitly in the handout for the experts. C2 writes concerning this 
context: "If your explanation is a basis, then your work is productive. I quote: "This 
Media Asset Management Maturity Model (MAM3) is constructed to help companies 
( ... ) investigate their performance in this area" .. .this is achieved, in my view very 
clearly: You can use it (1) to examine your own situation and fit into the matrix. You 
can also (2) find evidence on how to improve (by simply reading the cell to the right 
from your own assessment) and (3) consider whether you wish to pursue this effort". Cl 
supports the objective to study the performance of MAM, but with a caveat concerning 
the goal of delivering recommendations for action to the effect that "the result of the 
model is the uncovering of the status quo. Recommendations go beyond the model". 
SP2 also fonows this opinion because the model is able "to create awareness for a 
positioning of your company, not as instructions for a process of improvement". 
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Question 14: Do you think that the model can achieve broad practical application 
and acceptance? 
Regarding the experts' feedback the model will be able to achieve broad practical 
application and acceptance. Cl points out that "important prerequisites for this exist" in 
the presented model "such as the popular graphical visualisation and methodological 
guidance to other maturity models. Criteria that influence the acceptance in practice: 
expenditure of time, simplicity of the model, but also the applicability. A lever is to 
choose sensible wording and number of variables". Furthermore, "the model can - with 
the aforementioned restrictions - work well, so it is practice oriented in my opinion in 
any event. The question of acceptance depends, unfortunately, not only on the quality of 
the tool, but also on the demand for tools. Accordingly, I cannot say whether anyone 
should use the model, or will use it. Based other models I think your approach is only 
vulnerable if the focus is more on organisation and/or use of the information, since these 
issues have not been addressed here in the foreground" (C2). To obtain wider 
acceptance, SP2 recommends that the model should "be simpler (less parameters). 
Perhaps it could be split into two stages: a rapid test with few parameters for a rough 
positioning and creating attention and then the present model", In the eyes of U2 "the 
model still has to prove first cases. It is important here that it takes place in stages: 
Evaluation of a status quo, derived from measures which can be implemented and then 
after a period of implementation once a new state is attained. The comparison of the two 
periods, the aligning of references is very likely important". 
Question 15: Please give information about other relevant topics from your point 
of view. 
Further relevant topics according to the experts are to only include examples (UI) and 
"a cost-benefit analysis", which "could be helpful for users" because "the maturity level 
assessment suggests the highest degree of performance at the MAM stage optimised. 
Some of the consequences optimised brings along with it could be interesting, such as 
bureaucracy. higher labour costs, rising expenditure (bureaucracy), higher IT spending" 
(C2). These supplementary notes would not contribute to the quality of the model and 
could therefore be seen as interesting aspects for further research. 
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5.3 Discussion 
This chapter provides an in-depth discussion of the MAM3 pain points. The researcher 
presents the reputed pain points (see table above) and elaborates on them. The objective 
is to deliberate about whether criticism is valid or whether the model cannot address all 
of these issues because its scope is too narrow. 
Daniel (2008) engages among other things in the area of complexity of maturity models 
and shows that there is always a conflict between high complexity as a need for a high 
practical relevance and lower complexity to support adaptability. He points out that 
especially maturity models with a clear convergence and high specialisation on a 
confined topic are able to handle the complexity adequately and refers to maturity 
models such as OPM3 and P3M3. Bearing in mind that the model presented here is 
focused on a special topic (MAM) with a close link to ECM and BPM, a clear emphasis 
is estabHshed and the coverage is similar to other models. As presented in table 22 there 
is often a conflict between the different requirements for maturity models. So the 
complexity of the MAM3 could be seen as quite normal or typical and is accepted by 
most of the experts. Result: MAM3 complexity does not require revision. 
The chosen maturity levels are rated positively to the greatest possible extent. Criticism 
is only about the sometimes difficult boundaries between the levels. In particular, C2 
refers to the in places very high requirements of level four (scrutinised) and level five 
(optimised). The difference in the eye of the researcher is that in level five there is often 
a more holistic view of the company needed to reach this level. This makes it necessary 
to integrate partners, suppliers and other external parties, for example. Furthermore, all 
hierarchies of the company, including the top management level, must be aware of the 
strategic importance of MAM, thus ensuring a constant search for sustainable 
improvement. Result: The presented maturity levels are fitting for the addressed 
purpose of the Media Asset Management Maturity Model, no revision needed. 
It is mentioned that the model is not usable for all companies. But this was never the 
goal of the researcher. The idea was to develop a model with broad acceptance and wide 
practical convenience. Even Buhl (2007) calls for broad adaptability for different 
organisations but never mentions the need for one model to apply to all companies. 
Guldentops (2003:2) was already cited earlier in this thesis and clarifies that no 
"ultimate" model exists: "Maturity measurement - first the purpose, then the method". 
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The researcher is aware that not all companies are able to work with the MAM3 and 
that there will be companies that do not fit into this group. As with standard software 
there are sometimes changes needed to fulfil the requirements of specific needs. Thus, 
some companies may get more out of the model if they customise it in places to meet 
their individual needs. Based on the experts' feedback, the model presented will provide 
the bulk of companies with a helpful instrument to measure their MAM activities. 
Result: The model can be used by a wide range of companies. It is not possible to 
handle every situation with one model, no revision needed. 
The allocation of some variables to the categories is not always significant. An 
overview of the variables and the experts involved and their recommendations is 
presented in the table below. 
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I Category Variable Comment Expert Discussion Result 
I 
Applicability No comments (-) Variable accepted in actual characteristic No revision 
Convergence Should be put into category management U2 No, because convergence here focuses on the media asset No revision 
not on the management 
Wording not clear enough SP2 Revise wording Revision 
:'l QJ 
"-' 
"-' Master data Level 5 reflects the same aspects as level 4 in other C2 The description of coherence (versioning, conjunction) is No revision cc 
= ;a 
management words, adding only the newly added documentation. a real benefit vs. level 4, so a new level is justifiable QJ 
~ Wording not clear enough SP2 Revise wording Revision 
-cc Q 
Metadata Clearer boundaries to master data management needed C2 Accepted, take the advice that MDM is typically used to Revision 
administer a meta data model 
Described no improvement versus unmanaged SP2 Will be revised by clearer differentiation to master data Revision 
management 
Flexibility Could also fit to category processes U2 Yes, but the categorisation to management should show No revision 
... 
= 
the relevance in the area ofMAM 
QJ 
Optimised: What does this have to do with flexibility? e SP2 Should guarantee that MAM enables companies to No revision 
... 
Cf) 
= proactively realise even newer business models and is not = 
= ~ thwarting something 
~---.----~~--. ---
-------- --- -----
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Innovation Optimised: How does it work? SP2 By looking at market changes (supply and demand) and No revision 
subsequent new possibilities 
Governance MAM etiquette recommended C2 Is supported and mapped from this variable, formulate Revision 
more clearly 
Controlling No Comments (-) Variable accepted in actual characteristic No revision 
User circle No Comments (-) Variable accepted in actual characteristic No revision 
Skills No Comments (-) Variable accepted in actual characteristic No revision 
Cl.! Collaboration Could also fit to category processes U2 Yes, but the categorisation here should express that this No revision is. 
Q 
variable is based on humans and their willingness to Cl.! ~ 
collaborate 
.~ 
Usefulness! Usefulness and usability are different SP2, Split up into two variables Revision i 
I 
Usability SPI 
• 
Consistency! Could be put together with methods Cl No, because the methods variable is more about the No revision , 
<Il Repeatability demand that methods are applied that ultimately enable Cl.! 
~ 
e.g. consistency and repeatability but is also necessary to QoI ~ 
Q 
"'" meet other demands ~
--------
-_. 
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! Methods Level described as "awareness of appreciation of C2 Revise wording Revision 
, 
methods" unclear 
In conflict with workflow support SPI The usage of methods is the basis for a subsequent No revision 
implementation of workflow support 
Automation Change category to technology (see also comment C2 C2 Accepted (see discussion on variable work flow support) Revision 
I 
on variable workflow support) 
In conflict with workflow support SPI Yes, boundaries are difficult, but sce also comment C2 on No revision 
variable workflow support 
Sustainable Could be put together with system quality Cl Sustainable improvement focuses more on the processes, No revision 
improvement while system quality is clearly focused on the technology 
Not only the investigation. but the (1) implementation C2 Accepted, change wording to make this clearer Revision 
of (2) sustainable improvement is the focus 
Workflow Wording is too vague SP2 Clearer wording needed especially that system forces Revision 
support specific sequence of activities 
Workflow is listed under "technology", automation in C2 Accepted, change categories Revision 
;... 
"processes" - it is just the opposite. Automation must Cl) 
0 
CS not take place in a process. but requires more use of c 
.c y technology. On the other hand a workflow always ~ 
r-o 
requires the process of thought and is not based 100% 
on technology 
----_ .. _---- -
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Centralised Could be put to category data/media assets SP2 It is not a technology but a form of organisation around No revision 
access information and access to it...see next point here 
Could be misunderstood, what is necessary is a C2 Change wording of variable to centralised database, Revision 
centralised database and the option of decentralised therefore the allocation of the variable centralised access 
access to category technology is justified 
Integration in Realised to scrutinised is not an enhancement SP2 The focus of the scrutinised level is whether (a) business No revision 
other systems benefits are fulfilled and (b) it is monitored regularly 
while in the realised level integration takes place but is 
not monitored 
Strategic Could also fit to category management Cl Accepted, put variable into category management Revision 
alignment Misplaced under technology. Should be put to business SP2 Incorrectly positioned here, but fits much better with No revision 
processes category management as supported by Cl 
Wording not clear enough SPl Revise wording Revision 
System quality Is actually a subcategory of sustainable improvement SP2 See also discussion on sustainable improvement No revision 
I (Sustainable improvement focuses more on the processes, 
while system quality is clearly focused on the technology) 
Table 35: Experts' comments OD variables, discussion and implications for model revision (souree: the author) 
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As shown in the table above, there are suggestions how to handle some variables. This 
concerns the allocation to the different categories on the one hand and the need for a 
clearer wording on the other. Unfortunately, this criticism is mostly expressed by only 
one expert, so that are no noticeable patterns concerning this topic. Result: Revision in 
some places where the arguments are comprehensible for the researcher. 
The category "People" could be misunderstood while also in the "Management" 
category there are people involved. According to the experts, this category expressly 
deals with the users (variables here: user circle, skills, collaboration and 
usefulness/usability). So a clearer wording may help guide MAM3 users. The researcher 
understands and fully accepts this argumentation. Result: Rename category "People" 
into category "User". 
The feedback also noted the lack of an international perspective. Looking more closely, 
especially the level five "optimised", it is clearly expressed comprehensive 
collaboration even with external parties (suppliers, partners and customers) is 
paramount for classification into that level. The model emphatically indicates this at 
almost every level. It goes without saying that international external parties should also 
be involved in an upper level MAM strategy. Result: No greater revision needed, 
perhaps include a note indicating that collaboration naturally also refers to 
international external parties. 
Criticism concerns the "missing correction factors for business purpose" (SPI) or in 
other words that "processes and structures of companies are not taken into account" 
(U2). Among other goals, the MAM3 should enable companies to measure actual 
performance in the area of MAM as basis for a comparison with other companies. A 
comparison demands a consistent approach and measurement tool. Certainly, an 
individualisation of a maturity model based on specific processes and business purposes 
might be valuable. However, this is not in the focus of the Media Asset Management 
Maturity Model in this stage, which is rather designed to give several companies a 
homogeneous option for assessment. In the meantime it is common practice to establish 
specialised maturity models based on common maturity models e.g. CMMI-DEV 
(CMMI for Development), CMMI-ACQ (CMMI for Acquisition) or CMMI-SVC 
(CMMI for Services) based on the standard CMMI. But this is precisely why a general 
model must be established first. A specialisation in this area is always the effect of wide 
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usage and the perception that with a clearer focus even better results are possible. 
Result: No revision needed, specialisation (e.g. industries, company sizes, etc.) is a 
possible topic for further research. 
Regarding the higher levels "scrutinised" and to an even greater extent "optimised", it is 
clear that the effort to reach these levels is sometimes disproportional especia11y for 
smal1er and medium-sized businesses. This is even the point of view of some of the 
experts who point out that "the right column is not automatica]]y the best fit" or that 
"not every company should achieve the same score in every category" (SPl). The 
presented MAM3 does not force companies to carry out the following steps. It helps 
them evaluate the current status, and by presenting preconditions for a higher level it 
shows the actual deviations. Result: \Vhether a company wants to close the gap and 
if it is economically sensible must be proved in every single case, no revision of 
model necessary. 
5.4 Conclusion 
As shown in the chapter above the model in its current status may already be regarded 
as understandable and clear. The categories included cover the most important aspects 
of MAM. It is obvious that there are many possibilities to expand the model with the 
result of improving in-depth analysis, but that would make it impossible to achieve 
broader acceptance. In its current status and size, the model can generate important 
results for a large user circle. 
A more detailed analysis with further categories could then be a second step perhaps in 
a moderated audit. In addition, most of the variables are chosen sensible. There is a 
need in some areas to rethink the al1ocation of some variables to the specific categories 
and to find better or clearer boundaries between some variables (e.g. 
usefulness/usability and automationlworkflow support). The five maturity levels 
presented are accepted and need no further revision. Regarding the descriptions in the 
matrix, for every level it becomes clear that especially metadata and master data 
management must be differentiated much more clearly. 
The measurement of the current status of MAM is possible with the model and an 
indication of how far companies are away from best practice is given (with restrictions). 
Beyond this, there is also advice for companies using the model on how to become 
better by simply reading the instructions for the next level of a certain variable and 
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attempting to close delta between the current level and the next level. The researcher 
accepts the criticism in this area that in some cases information for sustainable 
improvement is inadequate. But as a model it is still a small or reduced picture of reality 
with the goal of covering the most sensible areas. Therefore the MAM3 is already able 
to deliver valuable and unambiguous results in practice. Again citing C2 "You can use it 
(1) to examine your own situation and fit it into the matrix. You can also (2) find 
evidence on how to improve (by simply reading the cell to the right from your own 
assessment) and (3) consider whether you wish to pursue this effort". 
Due to the fact that the model in general was well accepted by the majority of the 
experts (structure, wording, content, etc.), the researcher only enhanced and revised the 
model in some of the points that were criticised (see results of chapter discussion). In 
the following stage, a one-to-one interview triangulated the changes and feedback was 
used for further quality assurance. The model in general was not discussed again to 
avoid needlessly questioning points that had already been deemed positive or accepted. 
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6 The expert interview 
This chapter presents the findings of the detailed one-to-one interview with one of the 
experts. Furthermore, a comprehensive discussion fol1ows and conclusions for the final 
model are drawn. This additional step was included in the research design because not 
all experts had the same opinion regarding the categories, variables, levels and 
formulations of the initial model that the researcher built based on the literature. 
Although there was general agreement on most aspects of the model amongst experts in 
the earlier stage of the research, it was felt that the revised model should be triangulated 
through further dialogue with another expert. It seemed essential to ensure that revisions 
made to the model in response to expert input actually made a positive contribution to 
improving the MAM3. 
As already stated in the methodology chapter, the original plan was to undertake this 
triangulation by means of an electronic focus group via the social media platform Xing; 
however, it proved to be impossible to execute this plan. Although a closed user group 
was established with several forums for every topic, despite repeated reminders the 
level of engagement from the experts was sketchy and inadequate for further analysis. 
So the decision was taken to select one expert with extensive knowledge and experience 
of the subject and willingness to participate further in the research study and to carry out 
a detailed interview to discuss the revisions and any other additional points. 
6.1 Introduction 
The conclusion presented in the previous chapter (analysis of the expert panel) indicates 
that there was already broad acceptance among the experts of the initial model. 
Nevertheless, some changes were recommended. The major changes concerned 
wording, allocation of variables and boundaries between levels and variables. The 
analysis and discussion of the expert panel resulted in a revised MAM3, which is 
presented below. 
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Unmanaged Described Realised Scrutinised Optimised 
Applicability for all participants 
Location nonnally defined via 
Clear guidelines on where to store Findability and accessibility and (even external, e.g. media 
Applicability 
Media assets used if 
media assets. Automated fonnat possibility to reuse media assets agencies, photographers) with user 
findable and accessible path and folder structure 
scaling are key factors in company rights 24x7, worldwide 
(Webbrowser) 
Guidelines exist and have been Convergence of communication of Exceptional cases can be handled 
Convergence of communication is 
Idiscussed and described. However, main processes is assured and without issue, e.g. detailed colour 
paramount to assure brand 
Convergence Not discussed consistency, own QM exists to 
.Zl implementation still has not causes no or only minor management, version management ClJ handle proactive Cl.) 
Cl.) 
occurred difficulties and internal approval procedures 
= 
= 
innovations/changes 
;a 
ClJ 
~ Clear guidelines about what and Only one source for storing and 
- )\faster data Data normally stored only once Control mechanisms avoid storing delivering data. Extensive = how information should be used to Q No rules exist (but perhaps on individual drives). redundant data and versioning documentation. No individual 
imanagement describe media assets (existing Versions are linked together shows the history of media assets sources. Description of coherence 
framework for metadata) 
(versioning, conjunction). 
Media assets stored 
Detailed description for every 
Metadata quality is seen as a KPI 
Metadata chaotically without any 
Path and folder structure provide media asset exists. Drop-down Storing of media assets not 
and therefore treated with highest 
an idea of the content menus and checkboxes support possible without description 
infonnation relevance 
users 
~--.--.~--- ----- '-----~----- -- -
148 
MAM's contribution to MAM is partially accepted as 
MAM is used to strengthen the Proactive search with partners, 
iFtexibility 
enhancing an enabler of flexibility for new MAM is used to strengthen the 
flexibility in all areas where media suppliers and customers to meet 
organisation's flexibility business goals and new business flexibility in some key areas 
assets are involved tomorrow's market demands 
is not recognised models 
Search for new business models 
Innovation 
MAM is seen as a Possibilities for innovation are Use of MA M for several Manage possible support of 
productive system known and declared innovative services business goals 
supported through MAM (internal.l 
external) 
-
Detailed MAM governance 
Governance guidelines are revised 
No MAM governance Negligible description of rules and MAM governance guidelines are on a regular basis, especially with 
~ovemance guidelines (as a form of benefits of MAM. Not known by guidelines exist. Known and egularly monitored. Acceptance is new business goals, change of 
.... 
understood by all people who C 
Cl.I MAM etiquette) everybody prerequisite to work with system business model and participation e work with the system 
Cl.I of external parties eA) 
= C 
= 
:E Permanent pro-active monitoring 
~trategic MAM and business Evaluation and description of MAM is seen and already installed of business goals and influence on Changes to business goals are 
work stand alone and are influence of MAM on business as central service to support MAM and sustained adjustment, 
alignment 
not aligned goals business goals 
always reflected in MAM 
even with third parties in the short 
term 
Monthly reporting on all KPls 
Controlling involves Br tools with 
MAM activities are not Definition of KPIs in MAM Analysis of some measures, often (e.g. access rates, down loads, ~ontrolling 
monitored environment processing time, re-use, external 
predictive) analysis, reporting and 
on request 
access rate) planning functions 
---~-.--- ---_._ .... __ .. -
149 
Access for all internal and external 
Access if needed on Access to MAMS for a user circle 
Continuous monitoring on 
people involved in a process. 
User circle Definition of user circle meaningful changes and 
Adjustment in advance of changes. request defined in advance 
extensions 
Detailed usage rights 
Knowledge of MAM's 
Process oriented group trainings 
Special HR services and trainings with external and internal 
~kills No idea of value of Employees know the benefits of contribution to reaching business 
MAM MAM goals. Correct operation of system 
to improve skills in the area of participants to find better I 
MAM understanding and ideas for I is standard I 
improvement 
No collaboration via Possibilities and benefits of 
'" 
Internal collaboration via MAMS Regular monitoring of new nternal and external collaboration. QJ Collaboration I;IJ system: only e-mail or collaboration via MAMS are 
;;J in key areas collaboration possibilities worldwide, 24x7. 
similar described 
Relevance of usefulness for Enquiry about users' perceptions 
Surveys with employees about 
Usefulness is regularly measured 
~sefuJness No interest in usefulness usefulness. Solution of problems. 
ofMAM 
success is known. Only minor in operational affairs about 
Find recommendations for 
(internal, external). Insights are 
activities usefulness (if problems occur) used for enhancements 
improvement 
Enquiry about users' perceptions 
Surveys with employees about 
Usability is regularly measured 
Usability 
No interest in usability Relevance of usability for success 
in operational affairs about 
usability. Solution of problems. 
of MA M is known. Only minor activities Find recommendations for 
(internal, external). Insights are 
usability (if problems occur) used for enhancements 
improvement 
--.. -~- -~-~~--~-- --.-~- ~---.--- .. - ---- _ .. ---
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I 
Team-work instead of 
Company-wide guidelines for 
All processes (internal and 
~onsistencyl Processes are the Dependencies between processes every business process. Project individual operations. external) are understood. 
!Repeatability 
responsibility of the of employees are detected and 
Employees understand their 
group and individuals question 
documented and monitored on a 
individual documented their work and are asked to do so 
contribution to success regular basis 
by the board 
Processes are defined in advance 
Methods No methods used 
Company is aware of methods and 
Use of methods internally 
Constant eye on market for better 
with all members of the media 
their benefit for MAM documentation and realisation 
supply chain 
~ ! 
~ 
~ Constant quest for improvement, ~ 
~ 
'-I 
Workflow Main workflows (internal) are Most workflows (even external) even more complex processes with 0 Major processes and the resulting ... Q. No workflows defined supported and documented by the are supported by the system. e.g. partners, suppliers and customers 
support key workflows are described 
system approval processes are supported are seen as integral part of the 
media supply chain 
Sustainable improvement of 
Sustainable Processes are scrutinised regularly processes is a top management 
~ustainable improvement of MAM Only key processes, often with Need for sustainable improvement based on objective measures. task. Own project group, 
short-term orientation are increases interest in BPM in the 
mprovement processes has no focus, 
recognised 
Contemporary implementation of professional BPM, 01.110 
area of MA M 
use as it is improvement suggestions department for evaluation and 
implementation 
-~ 
--
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Key processes are still automated. 
All recurrent processes are 
Key processes are identified and All other processes are inspected 
MAM and marketing automated. Permanent search for 
Automation possibility for automation is Key processes are automated to determine whether it is possible 
processes are manual 
known to automate them within a short 
optimisation. Integration of third 
period 
parties into process 
User rights and rights management 
External parties are able to work Centralised Access to media assets Benefits of centralised database enable access to relevant media 
~atabase not consistent are recognised 
Employees use one database 
assets. Dashboard for relevant 
with MAMS, manifold security 
~ 
!:() concepts, tracking of downloads 
Q information exists 
"0 
= .: 
CJ Integration of third parties. ~ Potential through connection to Regular revision if connection to E-c Integration in MAMS works as a There is integration in some Selection of new software systems I 
other systems is seen and other systems has business 
other systems stand-alone system documented 
other systems 
benefits 
with a view of joining them to , 
MAMS 
I 
Roadmap is constantly being CIP (Continuous improvement I 
I 
System Roadmap for quality improvement Important tasks are realised in expanded. Increasing focus on process) installed. Cooperation 
System used as it is 
~uality of system exists time. Focus on stability of system long-term goals in addition to with software vendor and third 
short-term goals parties. Strategic factors involved 
i 
- - ---- ----
Table 36: Re\'i'ied model after expert panel (source: the author) 
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6.2 Findings 
Undcrstandability 
The first question dealt with ideas on how to make such a model even more 
understandable and well-arranged. According to the expert a "person who is familiar 
with the matter is able to work very quickly with the model because it uses a familiar 
structure and presentation form" (Cl: 00:04:40). The structure and size (columns) is not 
too complex. The category and variable size (rows) is plausible as well, making it easy 
to understand. In the future, he recommended possibly using pictures to visualise the 
categories, to provide ordinary users with more orientation and a better idea of what is 
behind the categories. 
Complexity 
Since two experts criticised the fact that the complexity of the MAM3 is too low in 
places, this topic is the next on the list of items to discuss. Cl (00:06:42) pointed out 
that in his opinion working with the model would require too much effort if it were 
more detailed and granular. He suggested that the model be the basis for an assessment 
to find a status quo and for further discussion. An even greater level of detail would 
tremendously increase the inhibition threshold that needed to be crossed in order to take 
part in the assessment. As it already has five levels, five categories and 22 variables, the 
model strikes a good balance between the effort required to complete it and the 
advantages it offers. Analysis of the complexity of the model could be aided through 
comparison with several other maturity models that use a range of about 15 to 30 
variables. It might be beneficial to further expand it if it were used in a later step as part 
of a one or two-day workshop. But the objective of achieving a high level of practical 
acceptance would suffer with a higher effort. 
Categories included 
While most of the experts in the previous stage found that the most relevant categories 
had already been covered, the expert was asked if this was still his point of view, 
bearing in mind that he had some time to think about the model during the period 
between the last stage and this interview. The feedback received was that Cl (00:09:05) 
was already thinking about that intensively during the last stage, among other things by 
comparing the model with the balanced scorecard and with the categories included 
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therein. The balanced scorecard is a widely accepted management tool developed by 
David Kaplan and Robert Norton (1992). In the Media Asset Management Maturity 
Model presented here, there is a management part, a user part, a technology part, and a 
processes part. So Cl pointed out: "No, it is really enough, there's nothing to add". 
Level choice and detailing 
Here the focus was placed on the borderline between level four (scrutinised) and level 
five (optimised), which was sometimes seen as difficult to understand and in addition 
not particularly desirable for anyone to achieve. The opinion presented was that this 
criticism is comprehensible and was already an integral part of the considerations in 
places (C 1, 00: 10: 10): "but it is always difficult to find the optimal point, meant as a 
mathematical equation. You can always try to become better and better, a differentiation 
between level four and five could be problematic". Based on the information gleaned 
from the e-mail interview.itis apparent that attempting to achieve level five (optimised) 
may not necessarily always be the right path. In fact, a company working with the 
Media Asset Management Maturity Model must still bear in mind that the costs and the 
expenditure to reach a higher level (especially level five) are often not justified by the 
benefits achievable through these efforts. To make the right decision it is necessary to 
examine each individual case with a view to different criteria such as industry sector, 
company size, strategic relevance of media asset management and so on. "Optimised is 
always hard to achieve because processes and data change. Normally you are always 
behind optimised even if it is only a few hours. So it is questionable if you are one day 
behind, e.g. with data indexing, whether that would mean you had failed to achieve 
level optimised in that particular case" (C 1; 00: 13:00). 
Measurement of current status and recommendations for improvement 
An important objective of maturity models in general and of this MAM3 is the 
possibility to measure the current status in the regarded topic (here MAM). In the eyes 
of C 1 (00: 14:00) this aim is definitely achievable: "The model is very good to do this, 
because it enables you to gain insights about your performance based on an objective 
view in a very granular way in many different areas, and it shows you how far you are 
away from a lower level or from the best case .. .it could be seen as a kind of dashboard 
useful in determining how your MAM is positioned". Another target of maturity models 
is to offer ideas for optimisation and to give advice for improvement. The initial 
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statement was that "this is not that easy because the model does not show the way but 
only the status that a company has achieved. Likewise, it describes what it looks like to 
be in that higher level. Comparing this to marks in school, you get an idea of what is 
better, but nothing is said about what you actually have to do to get a better mark" (Cl, 
0015: to). It was pointed out in the interview that the idea is to find the delta by 
comparing two levels. thus enabling a business to take the steps required to close it. 
This was confirmed, albeit with a few reservations, because it could nevertheless be 
hard to proceed with the needed measures without any coaching or someone with 
enough background information. The investment in a coach to support a company's 
effort in their continuous improvement process makes absolute sense. The uncovering 
of potentials for optimisation could be seen from the model alone. 
Inter-company comparison 
Another question was whether it is possible for a company to compare itself with other 
companies on the basis of the proposed model. The crux of the matter regarding this 
topic is that individual structures and processes of companies are not taken into account 
(as in most other maturity models). In the eyes of the expert Cl, this is a common 
problem associated with benchmarking. He points out (00: 17: to) that "it is difficult 
because on the one hand a benchmark should be adapted to company as far as possible; 
on the other hand, you need a relevant sample size for comparison. On an abstract level, 
I think the model could be used for different companies". Looking at the CMMI 
(Carnegie, 2007), it also started with a general version and was advanced to several 
branches later on. because it was accepted that it would be more accurate if you have a 
model specialising in branch A. B. C or D. Even here there was an original model and 
later on subcategories were built once broader practical acceptance had been achieved. 
Practical acceptance 
This question was about the acceptance that companies are willing to use such models 
in their daily business because they realise they will profit from it. The feedback 
received from the expert was that "today's acceptance is not as high as it could be in the 
future" (Cl, 00:25:20). Many different circumstances have led to this situation: e.g. 
companies are often not able to realise the added value of such a conceptual framework. 
At the dawn of this new digital age. the chances of achieving broad acceptance are 
excellent. Companies are still often governed in the short term and with short-term 
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perfonnance measures. Acceptance of modem perfonnance measures and concepts in 
such cases is often poor or non-existent. The focus is often on maximising shareholder 
value in the short term instead of streamlining processes for long-tenn success. In this 
context, Cl anticipates rising demand for models in this area if a management team 
realises that this will help the company will gain quality and speed. 
Executed changes in the model 
Due to the experts' input, several changes have been made to the initial MAM3. These 
changes were discussed with the expert in this part of the interview (00:29:40). The 
wording. especially in level five (optimised) was still sometimes regarded as too 
abstract. The expert recommended adding clearer, more concise wording to measure 
(example: add "and it is always assured" to "is paramount"). 
The next change concerned metadata and master data management. There was criticism 
that the separation of these two variables was not clear enough in the first model. 
Master data management delivers the rules above of metadata. This was not totally clear 
in the previous fonnulation. This helped establish a clearer, more concise formulation. 
The feedback from Cl in the interview supports this (00:36:40): "The difference is 
clearer for me when I look at these cells. It is clear that master data management is more 
about the concept. while metadata is more about the details". 
In the management category there was a change in the governance variable. The idea 
behind it is that a user has to accept the governance guidelines before using the MAM 
system. so a user is not allowed to give his password to anyone else and that he has to 
do the indexing as best he can if he adds new data, etc .. Users have to sign this codex. In 
the context of this discussion it became even more clearly that things in the higher 
levels build on the lower levels and add further restrictions. Even Cl (00:43:40) 
accepted this and added: "OK, that makes sense. If you know the model very well, then 
you know that you have to take a closer look at the levels on the left before you make 
your cross somewhere on the right". 
The variable strategic alignment was originally positioned under technology (not under 
management). Several experts found it better to position it under management, because 
strategic alignment at its root not a task for technology but rather for management, e.g. 
for building strategic alignment between business and MAM strategy. The view 
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presented in the expert panel was accepted in the analysis of the e-mail-interview. 
Therefore strategic alignment was placed in the management category. This procedural 
method and the justification for it convinced Cl. A broad support from the expert 
without any restrictions was worked out, pointing out "it certainly makes sense to do it 
this way" (Cl, 00:47:00). 
The category people was the main aspect of the next question. The results generated 
have shown that even in the category management there are people involved. To be 
more precise, here it is about the users that work in the environment of media asset 
management. Consequently, a decision was made to change the name of the category 
from people to users. This opinion to change is also justified by taking a look at the 
variables involved in this category, which are user circle, skills, collaboration, 
usefulness and usability. Cl (00:47:55) also supported this approach and added "that is 
a good idea; it makes it much clearer, but it was understandable before as well". 
Regarding the variable usability/usefulness, which questions whether a company's 
MAM or MAM system is easy to handle and whether it supports the users' workload, 
the experts in the e-mail interview perceived these two items (usability and usefulness) 
as totally different. Therefore their recommendation was to split the variable up into two 
different variables. Combining multiple variables into one in this way is problematic 
because a MAM3 user might have an extremely difficult time making a selection if he 
had conflicting opinions about these two items. Cl supported this separation, explaining 
that "this is understandable and makes sense. It works quite well here" (00:48:55). 
There was criticism about the wording of the level described for the variable methods. 
The original wording was "awareness of appreciation of methods". This was not clear 
enough, so the formulation was slightly changed and enhanced. The new wording now 
reads as follows: "Company is aware of methods and their benefit for MAM". The 
expert checked to see if this was more readily understandable by explaining how he 
understood the formulation: "It is about process management and process modelling 
methods ... using them in the area of MAM and what the benefit is" (00:56:10). As this 
was exactly the idea behind it, the change was found to be a positive and useful one. 
Thus the new description sufficiently transports the initial background idea that a 
MAMS should not be installed in an ad hoc manner, but needs a clear structured 
approach and analysis of the underlying processes. 
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The next variable workflow support was originally put in the category technology. 
Comments received earlier about this topic concerned the fact that workflow support 
would be better positioned in the category processes and in contrast automation, which 
was in the processes category, would be better positioned under technology. The reason 
for this is that workflow is directly linked to processes while automation is performed 
by technology. Although only one of the experts in the e-mail interview mentioned this, 
the argumentation is comprehensible and airtight enough that the corresponding 
adjustments were implemented. Cl's opinion was worked out on basis of qualified 
considerations and professional discussions (00:58.20). To sum up, the result is that 
there is also a strong consensus to this approach from Cl. 
In the initial mode], the wording of the variable sustainable improvement was extremely 
focused on the investigation, meaning that the improvement is investigated regularly. 
The target here is furthermore not only about the investigation, but also the 
implementation of sustainable improvement. Therefore, the wording was changed, 
especially in the higher levels. The revision and the new formulation thus generated 
widespread approval during the triangulation: "This makes it easy to understand. This 
fits well" (C I, 0 l:O 1 :36). 
The last change concerned the variable centralised access, which was renamed to 
centralised database. Referring to this as centralised access could lead to 
misunderstandings. One key task of a media asset management strategy is to give users 
access worldwide, 365 days a year, 24 hours a day. In ideal cases, access is even 
possible worldwide for every member of a media supply chain. Therefore, a centralised 
database is needed that can be accessed via the internet. The discussion with Cl brought 
to light that this revision is sensible and clear, pronouncing "Yes, database is 
better ... that's what the concept is about. It is understandable" (Cl. 01:04:00). 
Suggestions and ideas for improvement 
One point of the interview was about how to present the model to users and companies. 
Even in the eyes of the expert this was a topic he wanted to discuss. Most maturity 
models are embedded into a paper document that contains information about the 
variables (e.g. definitions, etc.) the background and some advice how to use it. Cl 
pointed out that this was the method he already had in mind and which is done in other 
models as well and that users have grown accustomed to. Additionally, the suggestion 
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to establish a website for the MAM3 was presented. Possible constitutive criteria could 
perhaps be mouse-over-effects with definitions, etc. or the ability to make marks 
directly on the website (0 I :08:30). Regarding this advice, this could be a very good idea 
for the next step on the path to professionalising the Media Asset Management Maturity 
Model. This could help establish broader acceptance, faster data entry and subsequent 
processing of the data gathered without any media discontinuity. 
The plan to investigate companies that use a MAMS regarding maturity with this model 
and several performance indicators (cost, time, intern a] and external quality and 
flexibility) was presented. The focus of this stage was to evaluate whether companies 
that are positioned "more to the right" in the MAM3 (higher maturity level) also have 
higher performance. Furthermore, the indicators named above and the aim of 
uncovering which categories and variables have the highest impact on which 
performance indicators were part of the conversation. Cl expressly commended this 
approach and suggested procedure: "To carry out such an evaluation that encompasses 
company details is a very good idea" (01: 15:00). 
Finally, Cl (01: 15:00) presented some ideas on how to improve the quality of the 
responses. As the model seems to be good, the evaluation of the maturity levels in the 
area of media asset management is still dependent on the quality of the answers: "The 
quality depends on the information of the companies using the model, e.g. honesty and 
quality". A possible way to generate the required response quality could be to guide the 
participants through the evaluation. This makes it possible to reduce or avoid entirely 
misunderstandings during the completion of the form and the subsequently resulting bad 
data. 
6.3 Discussion 
In this chapter the above presented findings are discussed and the results and outcomes 
of the expert interview are presented. The MAM3 is very similar to many other already 
widely accepted maturity models in that it uses a systematic assembly and a clear 
graphical design. So it is readily comprehensible and a profound knowledge of the field 
of maturity models is not necessary to generate good answers. Accordingly, it is fair to 
say that the familiar structure helps bolster practical acceptance. The often short-term 
orientation of companies can be seen as a problem in this context. But Cl predicts a 
rising demand for such models in the future. 
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In addition the MAM3 is easy to use. It is very similar to a questionnaire, but also gives 
advice to users on how they can improve their media asset management. It is highly 
granular, resulting in a reasonable ratio between effort and level of detail: "Overall, the 
model does not require more detail. It is truly fine as it is" (C 1: 00:48:55). So the model 
is detailed enough without being too complex. 
A visualisation of categories and perhaps even of variables could perhaps increase the 
acceptance and clarity even further. All of the relevant categories are taken into account. 
Certainly with the practical application ideas for new categories and new variables will 
arise, and categories and variables that have already been included may need to be 
critically questioned from time to time. 
The borderlines between some levels are sometimes difficult to grasp. This is not 
uncommon and was also an element of other maturity models including the Enterprise 
Content Management Maturity Model (Pelz-Sharpe et al., 2009). However, it is 
necessary to be aware of this, especially when it comes to the practical use of the 
MAM3. Thus, it is advisable to keep a watchful eye on potentially implausible data. 
The optimised level is exceptionally difficult to achieve (especially when viewing more 
than simply isolated variables). In addition, it is clear that not every company is willing 
to reach that level. Sometimes it is not appropriate to constantly strive for the best 
practice, because even MAM activities and strategies are influenced tremendously by 
financial aspects. 
The MAM3 is very good at measuring the status-quo. The model could be used for 
different companies and may perhaps be adjusted in the future. Individual benchmarks 
for different industry sectors, company sizes, etc. could increase the quality even 
further. How well the model contributes on its own (meaning without supporting 
coaching) in delivering concrete recommendations for action will be seen in practical 
use. 
A great challenge for the future will be to motivate companies to participate to generate 
larger volumes of data and to motivate the people working with the MAM3 to provide 
honest feedback. 
Looking back, chapter 4 presented the requirements for maturity models in general. As 
presented there, the requirements were fulfilled in the view of the researcher at this 
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stage. The expert panel and the expert interview gave only little occasion to doubt. Only 
the requirement "to show steps on how to reach the benchmark" and the requirement 
"adaptability for different organisations" could only be affirmative with minor 
restrictions. 
Enabled through the MAM3 Enabled through the MAM3 
Re quire me nt (view of researcher after (after expert panel and 
literature review)? expert interview)? 
Measure current status Yes Yes 
Give an apprai<;al of how far 
companies are removed from Yes Yes 
hest practice standards 
Enable companies to compare Yes Yes 
with others 
Show steps on how to reach Yes Yes, with minor restrictions henchmark 
Clear criteria for Yes Yes 
measurement 
Deliver expressive and Yes Yes 
unamhiguous results 
Adaptability for different Yes Yes, with minor restrictions. 
organi<;ations Think about individualisation 
Purpose oriented Yes Yes 
Wide practical application and Yes Yes 
acceptance 
Integration of best practice Yes Yes 
approaches 
Partly descriptive and partly Yes Yes prescriptive 
Includes traditional and 
innovative measures (e.g. Yes Yes 
team metrics, long-term 
orientation, customer focus) 
Table 37: Fulfilment of requirements of MAM3 after qualitative part (source: tbe author) 
6.4 Conclusion 
Looking back on the expert interview as a whole. one might say that Cl had high 
acceptance overa)) for the Media Asset Management Maturity Model. Only minor 
changes regarding the wording in level five were proposed. Therefore, the triangulation 
held in another form as the initial stage affirmed the findings of the expert panel as 
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abundantly clear. Based on this, the final Media Asset Management Maturity Model 
(see below) was built and used in this status for the following quantitative part. 
Finally, another quotation from Cl (01 :07:00) summarises the model very positively: 
"Your wording is more concrete now. The changes that we discussed are all 
understandable and logical. The model is better now", 
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Unmanaged Described Realised Scrutinised Optimised 
Applicability for all participants 
Media assets used if Clear guidelines on where to Findability and accessibility and (even external, e.g. media 
Applicability findable and 
Location normally defined via 
store media assets. Automated possibility to reuse media assets agencies, photographers) with user 
accessible 
path and folder structure 
format scaling are key factors in company rights 24x7, worldwide 
(Webbrowser) 
Guidelines exist and have been Convergence of communication 
Exceptional cases can be handled Convergence of communication is 
discussed and described. of main processes is assured and 
without issue, e.g. detailed paramount and assures brand 
Convergence Not discussed colour management, version consistency, own QM exists to 
.!!l However, implementation still causes no or only minor ~ 
management and internal handle proactive tIl 
tIl has not occurred di fficu Ities 
== Cl: approval procedures innovations/changes 
:a 
CI.I 
~ Clear guidelines about what and Data normally stored only once Control mechanisms avoid Only one source for storing and .... 
Cl: delivering data Extensive Q Master data how information should be used (but perhaps on individual storing redundant data and 
No rules exist documentation. No individual 
management to describe media assets (existing drives). Versions are linked versioning shows the history of 
sources. Description of coherence 
framework for metadata) together media assets 
(versioning, conjunction) 
Media assets stored 
Detailed description for every 
Metadata quality is a KPI and 
Metadata chaotically without 
Path and folder structure provide media asset exists. Drop-down Storing of media assets not 
an idea of the content. menus and checkboxes support possible without description 
therefore treated with highest 
any information relevance 
users 
.. ~~.-~--.--~--
--
---- --'--------- ----- ---_ .. __ ... -
L. __ 
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MAM's contribution 
to enhancing an 
MAM is partially accepted as 
MAM is used to strengthen the Proactive search with partners, 
enabler of flexibility for new MAM is used to strengthen the 
Flexibility organisation's flexibility in all areas where suppliers and customers to meet 
business goals and new business flexibility in some key areas 
flexibility is not media assets are involved tomorrow's market demands 
models 
recognised 
Search for new business models 
MAM is seen as a Possibilities for innovation are Use of MAM for several Manage possible support of 
Innovation supported through MAM (internal, 
productive system known and declared innovative services business goals 
external) 
Detailed MAM governance MAM governance guidelines are 
Governance guidelines are revised 
..... No MAM governance Negligible description ofmles on a regular basis. Especially with I 
= Cl.! guidelines exist. Known and regularly monitored, Acceptance E Governance guidelines (as a form and benefits of MAM. Not new business goals, change of Cl.! understood by all people who is prerequisite to work with t:t) 
of MAM etiquette) known by everybody business model and participation eu 
= work with the system system eu 
:; of external parties 
Permanent pro-active monitoring 
Strategic MAM and business Evaluation and description of MAM is seen and already of business goals and influence on Changes to business goals are 
work stand alone and influence of MAM on business installed as central service to MAM and sustained adjustment, 
alignment 
are not aligned goals support business goals 
always reflected in MAM 
even with third parties in the short 
term 
Monthly reporting on all KPls 
Controlling involves BI tools with 
MAM activities are Definition of KPls in MAM Analysis of some measures, (e.g. access rates, downloads, Controlling 
not monitored environment often on request processing time, re-use, external 
(predictive) analysis, reporting and 
access rate) planning functions 
---
-_.-
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Access for all internal and external 
Access if needed on Access to MAMS for a user 
Continuous monitoring on 
people involved in a process. 
User circle Definition of user circle meaningful changes and 
request circle defined in advance Adjustment in advance of changes. 
extensions 
Detailed usage rights 
Knowledge of MAM's 
Process oriented group trainings 
Special HR services and with external and internal 
No idea of value of Employees know the benefits of contribution to reaching business 
Skills trainings to improve skills in the participants to find better 
MAM MAM goals. Correct operation of 
area of MA M understanding and ideas for 
system is standard 
improvement 
No collaboration via Possibilities and benefits of 
... Internal collaboration via Regular monitoring of new Internal and external collaboration, Q,I Collaboration system: only e-mail or collaboration via MAMS are rI) 
;J MAMS in key areas collaboration possibilities worldwide, 24x7. 
similar described 
Relevance of usefulness for Enquiry about users' perceptions 
Surveys with employees about 
Usefulness is regularly measured 
No interest in usefulness. Solution of problems. 
Usefulness success is known. Only minor in operational affairs about (internal, external). In sights are 
usefulness of MAM Find recommendations for 
activities usefulness (if problems occur) used for enhancements 
improvement 
Relevance of usability for Enquiry about users' perceptions 
Surveys with employees about 
Usability is regularly measured 
No interest in usability. Solution of problems. 
Usability 
usability of MAM 
success is known. Only minor in operational affairs about 
Find recommendations for 
(internal. external). Insights are 
activities usability (if problems occur) used for enhancements 
improvement 
---~---.-- -- --
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Team-work instead of individual 
Company-wide guidelines for 
All processes (internal and 
Consistencyl Processes are the Dependencies between processes operations. Employees 
every business process. Project 
external) are understood, 
I 
responsibility ofthe of employees are detected and 
understand their contribution to 
group and individuals question 
documented and monitored on a Repeatability individual documented their work and are asked to do so 
success regular basis 
by the board 
Constant eye on market for Processes are defined in advance 
Methods No methods used 
Company is aware of methods 
Use of methods internally better documentation and with all members of the media 
and their benefit for MAM 
realisation supply chain 
(Il 
~ 
(Il 
(Il 
Constant improvement, even more ~ ~ 
a.. 
Workflow Major processes and the Main worktlows (internal) are Most worktlows (even external) complex processes with partners. ~ 
No worktlows defined reSUlting key workflows are supported and documented by are supported by the system, e.g. suppliers and customers are 
support described the system approval processes are supported integral part of the media supply 
chain 
Processes are scrutinised 
Sustainable improvement of 
Sustainable processes is a top management 
Sustainable Only key processes, often with Need for sustainable regularly based on objective improvement of 
short-term orientation are improvement increases interest measures. Contemporary 
task. Own project group. 
improvement MAM processes has 
recognised in BPM in the area of MAM implementation of improvement 
professional BPM, own 
no focus. use as it is department for evaluation and 
suggestions 
implementation 
---- . __ .- --
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Key processes are still 
Key processes are identified and 
automated. All other processes All recurrent processes are 
MAM and marketing are inspected to detennine automated. Permanent search for 
Automation possibility for automation is Key processes are automated 
processes are manual 
known 
whether it is possible to optimisation. Integration of third 
automate them within a short parties into process 
period 
User rights and rights 
External parties work with Centralised Access to media Benefits of centralised database management enable access to 
~ 
assets not consistent are recognised 
Employees use one database 
relevant media assets. Dashboard 
MAMS, manifold security 
Cl) database 0 concepts, tracking of downloads 
'0 for relevant information exists 
= 
-= I;J 
CIJ Integration of third parties. Eo-
Integration in MAMS works as a 
Potential through connection to 
There is integration in some 
Regular revision if connection to Selection of new software systems 
stand-alone system 
other systems is seen and 
other systems 
other systems has business with the clear goal of joining them 
other systems documented benefits to MAMS (k.o. criterion) 
Roadmap is constantly being 
CIP (Continuous improvement 
System Roadmap for quality Important tasks are realised in expanded. Increasing focus on process) installed. Cooperation 
System used as it is time. Focus on stability of with software vendor and third 
quality improvement of system exists long-term goals in addition to 
parties. Strategic factors involved system 
short-term goals 
-- '---
Table 38: Final MAM3 after triangulation with one-to-one interview (source: the author) 
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7 The survey 
This chapter is split into the following parts: Introduction, findings (about descriptive 
statistics, hypotheses testing and inter-item correlations), discussion and conclusion. 
The central objective was to determine whether the developed Media Asset 
Management Maturity Model (MAM3) is able to measure performance within the scope 
of media asset management. 
7.1 Introduction 
This chapter presents the findings of the quantitative part of the research project. The 
MAM3 was built from the literature followed by changes based on the input from the 
expert panel and a triangulation afterwards (qualitative part). The revised model was 
than tested with customers using a MAMS. A survey (data gathering via questionnaire) 
delivered data about the actual stage of maturity in the following categories: data/media 
assets, management, user, processes and technology (independent variables) and 
performance (dependent variable). The independent variables were measured with four 
to five variables/measures per independent variable (see chapter 4). These arose out of 
the literature and from the qualitative part. Performance (dependent variable) was 
measured with five variables/measures (time, cost, external quality, internal quality, 
flexibility). The basis for this decision was a paper from lansen-Vullers et al. 
(2007:333) in which the authors analyse many relevant performance measurement 
systems from the past. The result of their analysis was that performance could be 
described via the five variables/measures named above. Several general questions about 
company size, industry sector, job function and amount of media assets managed with 
the MAMS completed the questionnaire. 
7.2 Findings 
The following chapters present the key findings of the quantitative part based on the 
analysis of the gathered data. SPSS (Version 18) was used for the analysis. Reliability 
can be estimated by using the following methods: test-retest, alternative forms, split-
halves and internal consistency (Thietart et al., 1999). Initially, the reliability of the 
scale was checked by referencing Cronbach's Alpha. The analysis of Cronbach's Alpha 
produced the following scores for the independent variables and the dependent variable. 
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Variable Cronbach's Alpha N of items 
Data/Media assets .774 
Management .566 
User .757 
Processes .802 
Technology .821 
Performance .753 
Table 39: Cronbach's Alpha for independent variables and dependent variable of the MAM3 (source: the 
author) 
Pallant (2007:98) describes "values above .7 as acceptable" and "values above .8 as 
preferable". The analysis ofCronbach's Alpha for the different variables included in 
this research could therefore be seen as acceptable for the data/media assets, user and 
perfonnance variables. Moreover, there are preferable values for processes and 
technology and a poor score for the variable management. Reasons for this and 
recommended actions resulting from this are presented in the discussion part. 
7.2.1 Descriptive statistics 
The table below illustrates the job positions from which the relevant questionnaires 
were completed. Included were project managers from a media asset management 
project (8), key users of a MAMS (3), IT managers (6) and others (1). So most of the 
respondents were directly involved in the MAM environment and MAM strategy of 
their company. The quality of the responses is thus likely to be quite high. 
Frequency Percent Valid per cent Cumulative per cent 
Valid Project Manager 8 44.4 44.4 44.4 
Key User 3 16.7 16.7 61.1 
IT Manager 6 33.3 33.3 94.4 
Other I 5.6 5.6 100.0 
Total 18 100.0 100.0 
Tahle 40: Allocation of responses by job function (source: the author) 
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Similarly, quality also rises in relation to the time the respondents have spent in their 
respective current position. This research is based on the assumption that a person who 
has been working for two years or longer in his role has a certain minimum level of 
know-how needed to contribute to this research. Thus, the table below indicates that all 
16 people who answered the question have worked in their current jobs for at least two 
years. Unfortunately, two people did not complete this question, but a look at the 
conclusiveness of their answers did not pose concerns about the quality. So they were 
likewise included in the ongoing analysis. 
Frequency Per cent Valid per cent Cumulative per cent 
Valid >= 2 years 16 88.9 100.0 100.0 
Missing System 2 11.1 
Total 18 100.0 
Table 41: Allocation of responses by job duration (source: the author) 
Looking at the industry type from which the companies participating in this study came, 
it is evident that there is a clear tendency towards the following industries: fast moving 
consumer goods (FMCG, 8). medialonline (4) and industry (4). Only two out of 18 
answers did not come from one of these three sectors (wholesale, 1 and others, 1). 
Whether this dispersion represents to some extent the population of all companies using 
MAMSs in a marketing environment at the time of the data gathering process is 
absolutely unclear. Empirically speaking, however, the branches mentioned (FMCG, 
medialonline and industry) demonstrate more affinity for trend topics such as MAM 
than do wholesalers, etc .. To a high degree as well, they have many years of experience 
dealing with huge amounts of media files and media assets. 
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Frequency Per cent Valid per cent Cumulative per cent 
Valid MedialOnline 4 22.2 22.2 22.2 
FMCG 8 44.4 44.4 66.7 
Industry 4 22.2 22.2 88.9 
Wholesale I 5.6 5.6 94.4 
Other 1 5.6 5.6 100.0 
Total 18 100.0 100.0 
Table 42: Allocation of rcsponses by Industry scctor (source: the author) 
Companies participating in this study were of all different sizes. Small «100 
employees), and medium-sized (> 100<1,000 employees) companies were just as 
frequently represented as large (> 1,000<10,000 employees) and very large companies 
(> 10,000 employees). The table below shows a relatively balanced distribution with the 
majority of respondents in the larger companies (> 1,000<10,000 employees). 
Frequency Per cent Valid per cent Cumulative per cent 
Valid <100 3 16.7 16.7 16.7 
>100 < 1.000 5 27.8 27.8 44.4 
> 1,000 < 10,000 6 33.3 33.3 77.8 
>10,000 4 22.2 22.2 100.0 
Total 18 100.0 100.0 
Table 43: Allocation of responses by company size (source: the author) 
Fourteen out of ] 8 companies answered the question about the amount of media stored 
in their MAMSs. The scope ranged from 1,000 to ] ,200,000 media files that were 
administered in their system. The average company included in this research thus stores 
about 270,000 media assets in their MAMS. Furthermore, the table below shows that 
the systems were in use between one and 11 years. The operating time of the systems 
averaged at 5.22 years. 
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N Minimum Maximum Mean Std. deviation 
Media_stored 14 1.000 1.200,000 270,790 431.340 
System_ use 18 1 11 5.22 2.881 
Valid N (Iistwise) ]4 
Table 44: Descriptive statistics on amounts of media stored and duration of system use (source: the author) 
The table below presents the minimum, maximum and mean score for the 22 
variables/measures included in the MAM3. The previously defined maturity levels were 
l=unmanaged, 2=described, 3=realised, 4=scrutinised and 5=optimised. The last 
column presents a literal explanation of the score, and the plus or minus sign indicates 
the tendency (+ slightly stronger, ++ clearly stronger, - slightly weaker, --clearly 
weaker). All measures were available (n= 18). 
N Minimum Maximum Mean COMMENT 
Applicability 18 2 5 3.17 Realised+ 
Convergence 18 1 5 3.39 Realised++ 
Master data management 18 1 4 2.83 Realised -
Metadata 18 2 4 3.00 Realised 
Flexibility 18 I 5 2.94 Realised-
Innovation 18 I 5 2.61 Realised--
Governance 18 I 3 2.39 Described++ 
Strategic alignment 18 I 4 2.33 Described++ 
Controlling 18 I 4 1.78 Described--
User circle 18 2 5 3.56 Scrutinised --
Skills 18 I 4 2.39 Described++ 
Collahoration 18 I 5 2.78 Realised-
Usefulness 18 2 4 2.72 Realised--
Usahility 18 2 5 3.06 Realised+ 
ConsistencyfRepeatability 18 1 5 2.67 Realised--
Methods 18 1 5 2.44 Described++ 
Workflow support 18 I 5 2.89 Realised-
Sustainahle improvement 18 I 5 2.78 Realised--
Automation 18 I 4 2.39 Descrihed++ 
Centralised database 18 I 5 3.72 Scrutinised--
Integration in other systems 18 J 5 2.94 Realised-
System quality 18 I 5 2.61 Realised--
Table 45: Min, max and mean of the 22 variables/measures included in the MAM3 (source: the author) 
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Only two variables reached the scrutinised level (centralised database and user circle), 
but also only with a score below 4.0. That exactly these two variables were the ones 
with the highest scores is not surprising because this is precisely where of the origins of 
a MAMS lie. The most variables (14) are at the realised level and reach scores between 
2.5 and 3.49. Six variables could not be developed beyond the level described. 
Especially conspicuous is in contrast the score of 1.78 for the variable controlling. As 
controlling is a key management task in normal business and often established at the top 
management level of a company, this is obviously not the case in the area of MAM. It is 
all the more astonishing when we note that media assets often result in high production 
costs and supervision of further use and the adoption in several marketing campaigns 
makes absolute sense. Today's business intelligence (BI) tools offer powerful and easy 
to handle functions to convey this valuable information and should therefore play an 
integral role in the future of MAM projects. 
Table 46 displays the minimums, maximums and means per independent variable. The 
highest score is therefore given to data/media assets (3.10 = realised+), followed by 
technology (2.92 = realised-), user (2.90 = realised-), processes (2.69 = realised--) and 
management (2.41 = described++). The companies included in this research are 
scattered mainly around the realised level. 
N Minimum Maximum Mean Std. Deviation 
Mean_Oata 18 1.5 4.5 3.10 .823 
Mean_Management 18 1.2 3.8 2.41 .638 
Mean_User 18 1.8 4.2 2.90 .774 
M can_Processes 18 1.25 4.5 2.69 .898 
Mean_Technology 18 1.25 4.75 2.92 1.022 
Mean_Maturity_total 18 1.64 4.18 2.79 .699 
Valid N (lislwise) 18 
Table 46: Min, ma" and mean of independent variables (source: the author) 
An encouragingly high level of performance in the five different measures has already 
been established. Due to the fact that in the questionnaire the highest maturity level was 
five and the highest performance level was one, the scores for performance were 
recoded in advance to demonstrate in the further analysis a positive relationship with a 
positive correlation coefficient (rho). The scores were therefore recoded as follows: 
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score 1 to 5, score 2 to 4, score 3 no changes, score 4 to 2 and score 5 to 1. Score 5 now 
indicates strong agreement, score 4 agreement, score 3 neither agreement nor 
disagreement, score 2 disagreement and score 1 strong disagreement to the following 
statements: 
• Media asset management helps us save a lot of time 
• Media asset management helps us save a lot of money 
• Our external quality is very high because of our media asset management 
• Our internal quality is very high because of our media asset management 
• Media asset management enables our labour to be extremely flexible 
As a result the scores in the table below declare the following: companies included in 
this research agree that they save time and money, have a high external quality and have 
more flexible labour thanks to their MAM. Regarding internal quality the score of 3.5 
points slightly towards agreement but makes no clear statement on this topic. 
N Minimum Maximum Mean Std. Deviation 
Performance_ Ti me IM 3.0 5.0 4.1 .676 
Performance_Cost 18 2.0 5.0 3.8 .857 
Performance_Internal quality 18 1.0 5.0 3.5 .924 
Performance_External quality 18 2.0 5.0 3.9 .832 
Performance_Flexibility 18 3.0 5.0 3.9 .725 
Mean_Performance 18 2.6 5.0 3.9 .573 
Valid N (listwise) 18 
Table 47: Min, max and mean of measures of dependent variable (source: the author) 
7.2.2 Testing of the hypotheses 
In chapter 3.4.3 several hypotheses were shaped. The goal of this part was to find out if 
there is a (positive) relationship between the independent variables (data/media assets, 
management, user, processes and technology) and the dependent variable of 
performance. The initial hypotheses were shaped are as follows: 
Hypothesiso 1: Data/media assets is not positively related to performance 
Hypothesis 1: Data/media assets is positively related to performance 
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Hypothesiso2: Management is not positively related to performance 
Hypothesis 2: Management is positively related to performance 
Hypothesiso3: User is not positively related to performance 
Hypothesis 3: User is positively related to performance 
Hypothesis04: Processes is not positively related to performance 
Hypothesis 4: Processes is positively related to performance 
Hypothesiso5: Technology is not positively related to performance 
Hypothesis 5: Technology is positively related to performance 
To measure the independent variables and the dependent variable, the mean of the 
relevant measures was calculated via SPSS, while all of the relevant measures included 
possess the same relevance. Neither the experts nor the researcher had occasion to 
favour particular measures and to weight them with higher relevance through the 
introduction of a correction factor. However, it was predictable that at this time some 
factors might be put forward that were very likely to be more highly relevant to the 
companies included. 
The further analysis was performed using correlation analysis. According to Pallant 
(2007: 126), correlation analysis is used "to describe the strengths and direction of linear 
relationship between two variables". SPSS shows the correlation of the variables in the 
following table. Saunders et al. (2007) recommend the use of the Spearman correlation 
coefficient for smaller sample sizes (n<30). In this research the sample size was 18, so 
the Spearman correlation coefficient (rho) was used. Furthermore, the measurement 
exclusively contained ordinal data (five possible values for maturity in the maturity 
model and five possible values for performance). Additionally, most of the variables 
were not distributed norma])y (see appendix), which also supports the use of 
Spearman's rho for the analysis. 
The method of interpreting Spearman's rho is described by Pallant (2007). The sign in 
front of the correlation coefficient shows the direction of a relationship. Positive signs 
show that there is a positive correlation, this means that higher scores of the first 
variable stand for higher scores of the other variable. 
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Mean 
-
Mean_ Mean 
-
Mean_ Mean 
-
Mean 
-
Performance Data Management User Proeesses Technology 
Spcarman's rho Mean_Performance Correlation 1.000 .636 .146 .477 .572 .667 
Coefficient 
Sig. (2-tailed) .005 .564 .046 .013 .002 
N 18 18 18 18 18 18 
Mean_Data Correlation .636 1.000 .551 .758 .757 .748 
Coefficient 
Sig. C2-tailed) .005 .018 .000 .000 .000 
N 18 18 18 18 18 18 
M ean_M anagement Correlation .146 .551 1.000 .575 .540 .502 
Coefficient 
Sig. (2-tailed) .564 .018 .013 .021 .034 
N 18 18 18 18 18 18 
Mean_User Correlation .477 .758 .575 1.000 .733 .685 
Coefficient 
Sig. C2-tailed) .046 .000 .013 .001 .002 
N 18 18 18 18 18 18 
M can_Processes Correlation .572 .757 .540 .733 1.000 .791 
Coefficient 
Sig. (2-tailed) .013 .000 .021 .001 .000 
N 18 18 18 18 18 18 
M can_Technology Correlation .667 .748 .502 .685 .791 1.000 
Coefficient 
Sig. (2-tailed) .002 .000 .034 .002 .000 
N 18 18 18 18 18 18 
- -- -- -
Table 48: Correlations between dependent and independent variables (source: the author) 
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Looking at the correlation coefficients it is obvious that data/media assets, management, 
user, processes and technology are all positively correlated with performance. The 
existing scores without any sign (rho=.636 •. 146, .477 •. 572 and .667) affirm this 
positive correlation between performance (dependent variable) and these five 
independent variables. 
Additionally. the strength of a relationship is indicated by the value size. The possible 
range is from -1.00 to 1.00, with 1 indicating a perfect correlation and 0 indicating no 
correlation. Coefficients between the extreme values can be interpreted as follows: 
From rho=.l 0 to rho=.29 there is a small relationship, from rho=.30 to rho=.49 there is a 
medium relationship and from rho=.50 to rho= 1.0 there is a large relationship (Pall ant, 
2007). 
For this research this means that the following relationships exist: 
• Data/media assets and performance: large relationship (rho=.636) 
• Management and performance: small relationship (rho=.146) 
• User and performance: medium relationship (rho=.477), but close to large 
• Processes and performance: large relationship (rho=.572) 
• Technology and performance: large relationship (rho=.667) 
The significance level (p) describes the probability of error. It gives information about 
whether an accepted hypothesis applies to the whole population. In other words it 
reveals if "a measured relationship between two variables which occurred in the 
sample is not simply random, but is also true for the whole population" (Statista, 2012). 
According to Pall ant (2007) a significance level (p) less or equal to .05 indicates that 
there is a statistically significant relationship. Other authors (Komer, 2006) further 
specify this and use several detailed categories such as trend (.05<p<.1), marginal 
significant (.0 I <p<.05), significant (.001 <p<.O 1) and highly significant (p<.OO 1). 
However it is acknowledged that a significance level of p<.05 is "convention in the 
empirical sciences" (Komer, 2006:3). This is also the reason why this research deals 
with the p<.05-level in the ongoing analysis. 
The following significance levels regarding the inspected relationships are determined 
in the context of this research: 
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• Data/media assets and performance: p=.OO5<.05 (significant) 
• Management and performance: p=.564>.05 (NOT significant) 
• User and performance: p=.046<.05 (significant) 
• Processes and performance: p=.O 13<.05 (significant) 
• Technology and performance: p=.002<.05 (significant) 
With reference to correlations and significance levels, the above described analysis 
leads to the following results: 
• Data/media assets and performance are positively related 
• Management and performance are positively related (but only very small and 
without significance, a valuable testimony is therefore not possible) 
• User and performance are positively related 
• Processes and performance are positively related 
• Technology and performance are positively related 
Adverted to the hypothesis shaped at the outset, it can therefore be concluded: 
Hypothesisol: Data/media assets is not positively related to performance: rejected 
Hypothesis 1: Data/media assets is positively related to performance: accepted 
Hypothesiso2: Management is not positively related to performance: no clear conclusion 
possible on basis of the survey due to very sma)) correlation and missing significance 
Hypothesis 2: Management is positively related to performance: no clear conclusion 
possible on basis of the survey due to very sma)) correlation and missing significance 
Hypothesiso3: User is not positively related to performance: rejected 
Hypothesis 3: User is positively related to performance: accepted 
Hypothesis04: Processes is not positively related to performance: rejected 
Hypothesis 4: Processes is positively related to performance: accepted 
Hypothesiso5: Technology is not positively related to performance: rejected 
Hypothesis 5: Technology is positively related to performance: accepted 
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The analysis shows that four of the independent variables are positively related to 
performance. Currently. it is not possible to make any reliable conclusions about the 
relationship between management and performance. It also has to be borne in mind that 
the sample size was very smal1 and therefore the results for the other relationships must 
be treated with caution as well. 
7.2.3 Inter-item correlations 
Inter-item correlations give information about the relationship between the variables 
(items) and can thus also be used to measure and justify reliability. Bauer (2008:39) 
points out that "the correlation of the items should not be too low. therefore it can be 
assumed that they al1 measure the same theoretical construct". A closer look at the table 
below makes it evident that al1 items are positively related with one another. 
Remembering the classification designed by Pal1ant (2007) that scores from rho=.1 0 to 
rho=.29 indicate a smal1 relationship. from rho=.30 to rho=.49 indicate a medium 
relationship and from rho=.50 to rho= 1.0 indicate a large relationship it could be seen 
that there is a large relationship between al1 of them and without a single exception. 
By the same token. the significance level (p) is in every single case less than or equal to 
.05. so it could be assumed for all inter-item correlations in this research that they are 
statistically significant and not merely random (restriction: sample size= 18). Especially 
striking is the high number (4) of significance levels with a score of p=.OOO. Even in the 
ratio to the other independent variables. the variable management possesses the lowest 
scores amongst correlation and significance level. This was already seen in the ratio to 
performance (dependent variable) and is component of the discussion below. 
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Mean 
-
Mean 
-
Mean 
-
Mean 
-
Mean 
-
Mean 
-
Performance Data Management User Processes Technology 
Spcarman's rho Mean_Performance Correlat ion 1.000 .636 .146 .477 .572 .667 
Coefficient 
Sig. (2-tailed) .005 .564 .046 .013 .002 
N 18 18 18 18 18 18 
Mean_Data Correlation .636 1.000 .551 .758 .757 .748 
Coefficient 
Sig. (2-tailed) .005 .018 .000 .000 .000 
N 18 18 18 18 18 18 
M ean_M anagement Correlation .146 .551 1.000 .575 .540 .502 
Coefficient 
Sig. (2-tailed) .564 .018 .013 .021 .034 
N 18 18 18 18 18 18 
Mean_User Correlat ion .477 .758 .575 1.000 .733 .685 
Coefficient 
Sig. (2-tailed) .046 .000 .013 .001 .002 
N 18 18 18 18 18 18 
Mean_Processes Correlation .572 .757 .540 .733 1.000 .791 
Coefficient 
Sig. (2-tailed) .013 .000 .02l .001 .000 
N 18 18 18 18 18 18 
Mean_Technology Correlation .667 .748 .502 .685 .791 1.000 
Coefficient 
Sig. (2-tailed) .002 .000 .034 .002 .000 
N 18 18 18 18 18 1~1 
Table 49: Inter-item correlations (source.: the author) 
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7.3 Discussion 
Hypothesis testing and the inter-item correlations have shown the independent variables 
to be highly relevant to performance (dependent variable) and that there is also a high 
relevance between the independent variables. 
The only exception is the independent variable management. In the context of 
performance, there was only a small relationship that lacked any measurable 
significance. The question is: How does one deal with a situation such as this in terms 
of the Media Asset Management Maturity Model (MAM3)? Three different alternatives 
are conceivable. First. it is possible to eliminate this independent variable completely 
from the MAM3. Second, one might consider an adjustment or change in places. Third, 
a further alternative is to leave the model as it is, provided one succeeds in finding 
proper justification for this choice. 
As already presented in the mixed methods design matrix from Johnson and 
Onwuegbuzie (2004:22) in the methodology part of this research, qualitative data is 
capable of more than just creating new theories. It is widely accepted that in mixed 
methods research qualitative data can also be used to explain findings or phenomena 
from a quantitative part. Therefore, qualitative data can further enrich the research 
project at this stage. Reflecting on the expert panel and the one-to-one interview, it 
seems plain that the experts involved in the building of the MAM3 had no concerns 
about these independent variables and the measures used. Rather, they emphasised the 
relevance of this category. What is more, several authors even demand an overall 
strategic component and use them in their maturity models or refer explicitly to it in 
their analysis (Rosemann and de Bruin, 2005; Dupont, 2007; Pelz-Sharpe et aI., 2009; 
Hammer, 2007; Dewell, 2007; Weske, 2007; Bartonitz, 2008). 
Perhaps the results in this category may be also traced back to the fact that the measures 
included in the management category (flexibility, innovation, governance, strategic 
alignment and controlling) have a more long-term and strategic character and are 
currently not the centrepiece of MAM projects (in the observed companies). 
Nonetheless, discussions with several MAM users during conferences, partner days, 
exhibitions, etc. affirm the relevance of the management category and their willingness 
to work on these topics over the coming months and years. As is often the case in day-
to-day business, other issues may be seen as more pressing at the moment and will 
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therefore be treated with a higher priority. Hence, at this stage it would be premature 
and inappropriate to introduce modifications to the MAM3. The procedure of model 
development has produced very positive results in all the other categories and therefore 
further analysis with larger samples, etc. should take place first before the actual MAM3 
is modified. 
The analysis of the correlation coefficient (rho) calculated for the mean of performance 
and the mean for maturity total (the mean of all 22 variables, not split into five 
categories as above) shows that even here there is a strong positive relationship with 
high significance (p=.OO9<.05). The possibility of the negative effect of independent 
variable management and its measures included within the overall construct of the 
MAM3 being too powerful can thus be excluded (see table below). 
Mean_Maturity_total Mean_Performance 
Spearman's rho Mean_MaturiIY_lotal Correlation 1.000 .596 
Coefficient 
Sig. (2-tailed) 
N 18 
Mean_Performance Correlation .596" 
Coefficient 
Sig. (2-tailed) .009 
N 18 
. . 
.... CorrelatIOn IS slgmhcant at the 0.01 level (2-taJled) . 
Table SO: Correlation of Mean_Maturity_tlltal and performance (source: the author) 
With a broader application of the MAM3 it is possible to reflect on and hopefully 
answer more interesting questions in the future, e.g.: 
• Impact of company size on maturity level and performance 
• Impact of industry type on maturity level and performance 
• Impact of amount of media assets administered in a MAMS on maturity level 
and performance 
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.009 
18 
1.000 
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7.4 Conclusion 
The analysis demonstrated that it is possible to effectively verify the MAM3 using a 
quantitative approach. Accepting that the small dataset means that the quantitative 
results must be treated with caution, it is noted that most of the hypotheses are accepted, 
indicating significant positive relationships between the independent variables and the 
dependent variable (performance). 
The problem case of management was therefore additionally analysed in the light of the 
qualitative data gathered in advance. At this stage there is no need to change the 
MAM3. Nevertheless, in particular this independent variable and the corresponding 
measures must be regarded very accurately when using the model. 
Reliability of the model was supported by large inter-item correlations with high 
significance levels and primarily acceptable and preferable Cronbach Alpha scores. 
Looking back at the literature review, the Maturity Model for Performance 
Measurement Systems (Wettstein and Kueng, 2002) also brought to light that the 
dimensions included therein are not independent of one another. The authors discovered 
a pattern, too - namely, that increasing one dimension caused one or more other 
dimensions to increase as well. Whether or not this is truly the case with respect to the 
MAM3 is not clear at the moment, but a trend is certainly distinguishable. 
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8 Final thoughts 
This final chapter is split up into four parts. First of all, the answers to research 
questions raised at the outset are presented. Accordingly, the limitations of this research 
project are discussed. Following this, several implications for further research and 
management practice are assessed. And finally a discussion is presented and an overall 
conclusion is drawn. 
8.1 Introduction 
The thesis so far has identified a research gap and presented topics, items and 
approaches that are relevant for the development of a Media Asset Management 
Maturity Model (MAM3) and, consequently, the necessary arsenal to close this gap. 
Besides this, it also presented the philosophical stance of the researcher (pragmatism) 
and the selected research design (mixed methods). The initial MAM3 was then updated 
on the basis of input obtained from an expert panel and later triangulated in a one-to-one 
interview. After minor, final revisions the model became an integral part of a survey of 
a German MAM software vendor's customers. The statistical analysis of the collected 
data brought to light that all of the defined maturity categories (independent variables) 
are positively related to performance (dependent variable). In addition there are strong 
inter-item correlations between the different maturity categories. 
8.2 Answers to research questions 
Regarding research question 1 "How can a Media Asset Management Maturity Model 
(MAM3) be developed?", the research provides the answer that a multi-step mixed 
methods approach is the correct medium of choice (Knackstedt et al., 2009 and Becker 
et al., 2009). Taking for granted the existing body of knowledge about MAM, maturity 
models and adjacent areas (BPM, ECM, etc.), it was possible to develop a basis for 
further evaluation. As the next step still focuses on generating a new theory, a 
qualitative part to include expert knowledge in the field and a triangulation should 
follow. Finally, a quantitative analysis ofthe model can assure that the model is able to 
measure what it is designed to measure. 
Research question 2, "Which categories, variables and levels must be included in a 
MAM3 to support an evaluation and further development of MAM activities?", is based 
on the presented analysis answered as follows. Categories to be included should be 
data/media assets, management, user, processes and technology. All of these 
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(independent variables) are positively related to performance and possess (sometimes 
very) high inter-item correlations, indicating that an enhancement in one of these 
categories may often accompany improvements in one or more other categories. 
Regarding the chosen 22 variables/measures of the MAM3, they could also be deemed 
reasonable. Furthermore, the five levels presented (unmanaged, described, realised, 
scrutinised and optimised) sufficiently represent the differing emphasis. 
Research question 3, "Is it possible to verify the MAM3 through the use of a 
quantitative analysis?" can be answered with yes. The Media Asset Management 
Maturity Model (MAM3) should enable companies to measure the performance in the 
specified area of MAM. The statistical analyses of the data gathered provided 
unequivocal verification of this. The positive correlations of the maturity categories-
which often feature high significance in terms of performance and in relation to one 
another - are convincing. All the same, it is important to understand the limitations. 
8.3 Limitations 
Dealing with the Media Asset Management Maturity Model (MAM3) and the data of 
the survey is therefore only possible with certain caveats. This chapter indicates the 
limitations of this research as presently known. 
The selection of experts exerted a great deal of influence on this study. There were quite 
a number of different opinions about some topics of the MAM3. These were 
counteracted by the triangulation of the findings in another one-to-one interview. But it 
is apparent that with the selection of different experts the model evaluation could have 
moved in a different direction. However, a retort might be that the selection of the 
experts was very accurate and always took into consideration the defined research 
questions and the aim of viewing knowledge from different angles and perspectives. 
The smalI number of responses (n=18) could also be interpreted as a limitation. Among 
other things, this is due to the fact that the research population is also very small (28). 
But strict criteria were specified in the definition of the research population, namely 
individuals with knowledge and experience using a MAMS in a marketing environment, 
as it was crucial to ensure that those participating in the survey had sufficient 
knowledge and expertise to be able to use the model. Based on that, all of the 
individuals who were a part of the research population were invited to participate. So 
the survey aimed to include 100% of the research population. As expected, however, it 
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was not possible to obtain a response from all of the participants included in the survey, 
even after numerous reminders were sent. In these circumstances, the response rate of 
64.3% is deemed satisfactory. 
Only one software provider's customers were evaluated. While two of the experts who 
came from a leading software provider of a MAMS agreed to support the research and 
the MAMS market is very competitive, it was not possible and conceivable to include 
other vendors into the project at this time. It was not feasible to address MAMS users 
directly because the systems can sometimes differ tremendously, making it impossible 
to ensure comparability. In addition, the researcher's current status as a freelance 
consultant for a MAMS software vendor was not conducive to this. 
There were no companies included that do not use a MAMS. Although the goal was to 
find a choice of words in the Media Asset Management Maturity Model with a high 
degree of clarity, lucidity and transparency. someone using the model still requires a 
minimum level of knowledge in the area of MAM. This is often not the case with 
people who come into contact with MAM for the first time. To minimise the risk of 
generating bad data due to misunderstandings and a lack of knowledge of or affinity for 
the topic, the decision was to exclude non-MAM-users from the research. The aim of 
this research was to create a new maturity model; therefore it was more of a priority to 
be able to rely on a small set of data rather than create a large amount of dubious data. 
Another limitation is that the respondents delivered data about how they perceived 
MAM performance in their company. As it was not possible to access existing. factual 
information about the relevant performance indicators (cost. time, internal quality, 
external quality, flexibility), this was the only way to carry out the procedure within a 
practicable and appropriate scope. Furthermore, the research indicated that there are 
very few controlling activities (lowest score of maturity of a1l22 regarded variables) in 
the area of MAM at the moment. Setting up detailed controlling mechanisms to measure 
effects on cost, time, internal/external quality and flexibility were beyond the scope of 
this research. 
The interviewees' knowledge and understanding of the topic and the maturity model 
could not be reproduced in detail. One of the survey questions concerned how long the 
interviewee had already worked in his current position. The assumption in this project 
was that a person who has already held a position for two years will have obtained 
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knowledge adequate enough to enable him to participate in a meaningful way. Of the 18 
participants, 16 had held their positions for more than two years; only two respondents 
did not reply. In addition, interviewees were selected very carefully (see methodology). 
So it is assumed that enough expertise and knowledge of media asset management did 
exist, but a certain degree of doubt is still appropriate. 
Furthermore, the current MAM3 offers no specialisation on industry sector, company 
size, etc. at the moment. Companies with more than 10,000 employees were evaluated 
with the same instruments as small companies with less than 100 employees. This is 
certainly critical. The same applies for the industry sector and the amount of media 
assets handled by the system. In addition, MAM processes are highly individual and 
may vary from company to company, even though they may be in the same industry, be 
of a similar size and have a similar amount of media to handle. Here the expert panel 
was only referred to in cases where several experts agreed that the MAM3 could be 
used by companies in a variety of industries and sizes. 
FinaIly, it is important to note that the results of this research could also be due to 
methodological weaknesses. However, the research question, the presented aims and 
objectives, the available time and money and the feasible access to experts and 
interviewees legitimise this approach. The possibility exists that, under different 
circumstances, another methodology might have been more effective. 
To recap, due first and foremost to the small sample size and some other limitations, it 
is impossible to claim generalisability at this stage; this would require larger studies 
with the MAM3 in the future. However, the results clearly indicated coherence between 
maturity measured with the model and performance and between the maturity categories 
among each other. 
8.4 Implications for further research and management practice 
The research undertaken and the consequences presented result in several implications, 
both for further research as well as for management practice. New knowledge of 
performance measurement in the area of MAM was added to the body of knowledge; 
however, there are still some "black holes" that have not been fully investigated. An 
enquiry that includes companies without MAMSs must be undertaken to verify if the 
MAM3 can be used in this area as well. In addition it would make sense to enlarge the 
sample. A computer-based analysis with an online-survey-tool could be used to this 
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end. Moreover, the MAM3 would benefit from a specialisation with regard to industry 
type, company size, etc .. 
Another relevant question concerns the management category of the MAM3, as this was 
the category (independent variable) with the lowest correlation and the lowest 
significance level. It should be noted that this finding was unexpected, because this 
category and the measures included (flexibility, innovation, governance, strategic 
alignment and controlling) have a high relevance in the literature and in the eyes of the 
experts. This may be due to the fact that many of these measures could be seen as 
innovative (De Toni and Tonchia, 2001) with a rather long-term orientation, while 
many of the companies investigated may still follow a traditional short-term view 
focused on financial measures. 
Further research in this area should also consider the topic of knowledge management 
as valuable source. Knowledge management was initially defined as "the process of 
applying a systematic approach to the capture, structuring. management, and 
dissemination of knowledge throughout an organization to work faster. reuse best 
practices, and reduce costly rework from project to project" (Dalkir 2011 :3). In the 
meantime it makes sense to adjust this definition slightly, as the major aspect of 
knowledge management in the future could be seen to "foster continued organizational 
learning" (Dalkir 2011 :4). Doering (2001). e.g., sees know ledge management as a 
superordinate concept to content management and content management in turn as a 
superordinate concept to MAMIDAM. Moreover, several authors dealing with the topic 
of knowledge management show that even knowledge management, like MAM, is 
about the systematic capturing, organising, sharing and reuse of existing knowledge 
(Dalkir. 2011; Frappaolo, 2006; Jashapara. 2011). This is why ideas and concepts 
related to knowledge management may contribute to the MAM3 and petformance 
measurement in the area of MAM in the future. In particular, the boundary to MAM 
follows from the perspective that knowledge management enables employees to reuse 
information as the basis for faster and more substantiated decisions based on existing 
experience (Kleiner and Eppler, 2002). MAM, in contrast, focuses more on reuse to 
avoid repetitive and non-productive tasks and inconsistent market communication. The 
frequently mentioned scepticism of CEos and CM Os with respect to MAM as a 
relatively new topic could also be reduced by clarifying that MAM activities directly 
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contribute to company knowledge and therefore increase the possibility of boosting and 
maintaining sustainable competitive advantages. 
In addition, the research outlined in this thesis has several implications for management 
practice. From the view of a software vendor it delivers several arguments which could 
be used in a sales process or in individual workshops or audits. From an end-user 
perspective, it is already possible to use MAM3 as a tool to support the software 
selection process. It designates several different variables and statuses, even best 
practices. Therefore, it is helpful to check at an early stage if a MAMS is able to aid in 
the planned stages of expansion and in making the right software decision. During the 
introduction phase of a software solution, it helps decision-makers focus on key issues. 
This correspondingly increases the likelihood of a project's success. In the operating 
stage is can be used for quality assurance and sustainable improvement in the area of 
media asset management. 
To summarize, the MAM3 enables companies to learn how to become more effective 
and more efficient by offering a detailed analysis of the current status and a comparison 
with higher levels. It delivers information on how "to do the right things" and "to do 
things right" and can thus facilitate management, which according to Drucker (1998:67) 
is "to direct the resources and the efforts of the business toward opportunities for 
economically significant results". 
On basis of the data gathered from the survey, it is possible to analyse companies and 
offer practical advice. As this is not the focus of this thesis, only some key findings are 
reported here. Using a radar chart for example (see figure below) gives a brief and 
interesting overview of the current status in the 22 different variables/measures 
compared to the other companies induded in the database. 
In this case, the sample customer is above average in a number of ways; however, he is 
lacking in the following areas: master data management, innovation, controlling, and 
sustainable improvement. As this research indicates to a certain extent, a positive 
correlation between the advancement of independent variables (and therefore the 
induded measures) and the degree of performance (here lower costs, faster cycles, 
better quality and higher flexibility) makes it imperative to address these issues as these 
are the areas that afford the best, simplest opportunities to generate instantaneous 
results. 
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Figure I R: Radar chart compari ng example customer with average (source: the author) 
The grey sol id line represents the mean of the panel in the measures in question. The 
black dotted line in contrast shows the results of the example customer. This 
visuali sation makes it possible to obtain a very quick assessment. Certainly, the 
information wi ll become more expressive as more companies are evaluated and 
company-s ize and industry-specific benchmarks are implemented. 
8.S Discussion 
As shown in thi s thesis, MAM is an exciting topic that can help increase the 
professionali sm of a company 's marketing activities. A recent study from Anderson 
Analytics showed that the top marketing goals for the future are marketing ROT, 
customer retention, brand loyalty, positioning/differentiation and branding 
(DigitaIAssetManagement, 201 I). Media asset management supports all of these 
objectives. If a MAMS is installed in-house, used as software as a service (SaaS) or as 
an open source solution, it is directly linked to the individual demands of a company 
(Davey, 20 11 ). "The implementation of any DAM system needs to meet the specific 
req uirements of the client, be scalable and be fl exible enough to adapt to whatever the 
future of computing brings (Davey, 20] 1 :4). 
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The MAM3 could be used as an instrument to evaluate and uncover future 
requirements. Therefore, it offers a construction kit of variables that should be taken 
into account. Many of the variables and measures found and included in the MAM3 go 
beyond a purely technical view and demand organisational skills and efforts. The need 
to install a change management process in MAM, as presented in this thesis, is also 
supported by Horodyski (2011). Business process management offers benefits including 
increases in innovation, productivity and flexibility. But without a clear guideline there 
is a danger of heading in the wrong direction. Here as well, the MAM3 is able to 
contribute as an instrument with several ideas and recommendations for action. Some of 
the eight risk factors of BPM projects (zur Muehlen and Ho, 2006) could therefore be 
reduced or minimised through the adoption of an instrument like the MAM3, because it 
also enables continuous measurement and the setting of clearly defined goals. 
Many software vendors in related disciplines recognise the relevance of MAM. This is 
why they are including increasing numbers of MAM functions in their systems. Others 
are searching for strategic partnerships with MAM vendors to be able to meet the 
desires of their customers and prospects. Social media and the internet are also forcing 
companies to rethink how they will manage their brands effectively and efficiently. 
Several communication channels must be addressed simultaneously without losing time 
for unproductive activities. Performance measurement systems (like maturity models) in 
the area of MAM could also benefit from this situation and become indispensable or at 
least very valuable tools for many companies in the future. The fact that the MAM3 
includes traditional and innovative (strategic and long-term) measures can also lead to 
higher acceptance. 
Regarding the formulated aims and objectives of the research, all of the 22 
variables/measures included in the MAM3 could be seen as key performance indicators 
(KPIs) in a MAM project as they all measure critical success factors (Rothberg and 
Morrison, 2012). With a broader adoption of the Media Asset Management Maturity 
Model in different organisations, the model and therefore the variables/measures used 
will probably change in places. This research produced many understandable and 
verified arguments for consulting and sales. The relevance of MAM, the need to include 
organisational aspects in any MAM project and many critical success factors have been 
decrypted. This last point could also form the basis for further research and 
development (R&D) in the MAM environment. Besides this, the influence and benefit 
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of MAM on marketing activities was also presented and methodological knowledge of 
MAM was shaped. 
8.6 Overall conclusion 
This thesis developed and verified a Media Asset Management Maturity Model 
(MAM3) with a mixed methods approach. The model has passed the first practical tests 
and a variety of positive feedback was given. both from experts and customers. 
Numerous discussions with a range of individuals during conferences, trade fairs and 
client events working in a MAM environment and related areas such as product 
information management or web-to-print provided the motivation to continue, despite 
the understandable criticism points the literature review brought to light about maturity 
models. 
In hindsight, the entire research process was very challenging due to a number of 
unforeseeable and uncontrollable circumstances, including the fact that the survey 
population was smaller than expected and several personal and professional 
adjustments. The exploratory character of the model building and the verification of the 
MAM3 afterwards demanded a mixed methods approach. This research shows that even 
in very technology-oriented areas such as the MAM sector projects must cover multiple 
aspects in order to achieve a successful, long-term strategy. Finally, further research 
will hopefully detail the MAM3 and the findings of this project. as the rise of global 
digital media will only heighten its relevance now, at the dawn of the digital age. 
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Reflective diary of Stefan Schmitt 
Introduction 
When I started the DBA I had worked for several years as freelance consultant for a 
leading MAMS software vendor in Germany. Prior to that, I gained experience as 
Marketing and Business Development Director for several internationally operating 
companies in different industries (JCT, wholesale, retail). In my day-to-day business I 
was always in contact with customers enquiring about benefits, performance 
improvements and ROI factors of MAMSs and the ability to measure them. The initial 
phase of the DBA was when the idea matured of investigating whether a specialised 
Media Asset Management Maturity Model could be developed as an instrument to 
judge the current status of a company's MAM and of showing which steps could be 
undertaken in the future for improvement. 
As the DBA is a practitioner doctorate, the objective was to make a contribution toward 
professionalising management practice. I realised that software vendors tend to focus on 
technology and often neglect organisational issues. When reading an article by Michael 
Hammer about his Process and Enterprise Maturity Model (PEMM), I noticed that this 
is a very easy and powerful instrument to judge the current status of process quality and 
to show steps for optimisation. I was very impressed by the simplicity and clarity of this 
instrument. So I began reading about maturity models and their relevance for business. 
Companies of all sizes all over the world have worked with these models and benefitted 
from these efforts. I recognised that a specialised maturity model for MAM did not exist 
at the time when I began writing my thesis, so I decided to develop a MAM3. 
The taught programme 
Stage 1 (taught programme) of the DBA programme, which takes approximately two 
years, helps the students gain the necessary insight into the different areas of research. It 
was divided into five modules. 
The module philosophical underpinnings of research methods for management was a 
totally new topic for me. It was very hard to understand and difficult to access the 
subject without previous knowledge - something that was only exacerbated by the fact 
that I had not been involved in the world of academic research for some time. Added to 
this was the fact that discussions were not in my native language, making it difficult to 
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determine whether my interpretations and formulations were correct. It took me several 
attempts, and I was often ill at ease, but the more I researched the subject, the more I 
discovered that different authors have different approaches to the same idea. And it was 
always possible to find a book or an article that made the topic more accessible to me. 
Lessons learned: Have faith in your abilities, always search for alternative literature 
and views; use procedural methods such as: read, make a concept, realise; don't waste 
too much time with details before you have a general overview. 
The next workshop was about quantitative methods of research. I had never worked 
with SPSS prior to this. It is a huge software package and difficult to understand in the 
beginning. The assignment seemed unmanageable at first. It took some time to become 
immersed the topic, but with every hour spent reading about quantitative research it all 
became more clear. The university also provided us with an excellent text and provided 
an outstanding environment for peer group discussion, enabling us to benefit 
tremendously from one another. Terms such as normality. hypothesis, etc. became part 
of my everyday thinking. I think this was the phase of the DBA in which I noticed the 
highest increase in my learning curve. At the start I had no idea how to set up the 
research design. But I learned the ropes by dealing with the literature. Afterwards, I 
never thought that it would be that difficult to obtain access to relevant data after setting 
up the research design. Although I surveyed members of my circle of friends, it took 
much longer than expected for me to acquire a sufficient number of respondents. People 
who agreed to participate had very little time, were ill or forgot to reply. It took several 
attempts to motivate them and sometimes I had the feeling that I had lost control over 
the process. Adopting different strategies for data collection (via mail. telephone. etc.) 
was the only thing that enabled me to gather enough data in time. 
Lessons learned: The literature review is the cornerstone of research design; there is 
seldom anything right or wrong in setting up a quantitative research as long as you are 
able to sufficiently justify your arguments; thoroughly occupying yourself with a certain 
theme will help you gain a remarkable amount of knowledge in the shortest time 
possible; plan enough time for data gathering and develop a backup plan early on in 
your research. 
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The weekend on qualitative research methods was the first time I thought about 
qualitative problems. Since no topic was given, the challenge was to find a suitable 
subject for research, which in turn could be answered through a qualitative approach. I 
tried to find something in the area of my planned thesis subject. This was very helpful 
because I was able to leverage much of literature that was found and analysed in this 
assignment later on in the literature review of my thesis. We were also asked to provide 
a structured forecast of the envisaged costs along with a detailed project plan. I realised 
that even research questions that were far less comprehensive than proposed thesis can 
consume a great deal of time and money. Much more, the data gathering process and the 
analysis of qualitative data are highly complex tasks that require a tremendous amount 
of imagination and creativity to truly get to the heart of the problem. 
Lessons learned: Concentrate on essentials, not on details; be realistic when planning 
costs and duration of the project; think of alternative ways of data gathering. 
The module critical eval uation of research presented greater challenges for me. We 
were required to analyse and critically evaluate two articles (one piece of quantitative 
and one piece of qualitative research). My work situation at the time rendered me 
unable to complete the assignment on time. I asked for an extension, which was in 
retrospect a serious mistake. My whole peer group finished on time, I found it difficult 
to find the motivation to continue knowing that all the others already passed. In addition 
I worked outside the accepted framework, using bullet points, etc .. The resulting work 
was poor and caused me to fail in the first attempt. The second essay was not easier but 
I attempted to make up for lost time and concentrated on remaining precisely within the 
recommended framework - this time with success. I understand now that I had a 
number of difficulties with the technical terms, especially in the quantitative paper. 
Consequently, I lost sight of what was important more than once and was unable to 
focus on the major task of the assignment, not being able to see the wood for the trees. 
Lessons learned: Always stay in touch with your group, chasing after them is moot; 
always use accepted frameworks as the basis for your work; articles retrieved from the 
internet in particular must be handled with caution; when analysing an article it is 
essential to always bear in mind: what is the intention of the author (conflicting 
interests), when was it written, does the author have the background and skills to write 
in the necessary quality? 
195 
When entering the research proposal phase I had no fixed idea about the topic of my 
thesis. The feedback from Prof David Gilbert at an early stage in the project helped 
considerably. After finding the topic for my thesis, it was then quite easy to write the 
proposal. This could be traced back to the knowledge gained during the four previous 
assignments. The structure, content and academic rigor were so deeply anchored in my 
psyche that I was readily able to verify the content and work as quickly and effectively 
as possible. 
The thesis writing 
Stage 2 (thesis writing) took another two years and incorporated the literature review, 
the methodological approach, data gathering and data analysis and the final write up. 
The literature review was the starting point and it soon became obvious that the biggest 
problem was finding a way to handle the enormous amount of information and 
literature. Although research topic sourced less academic and more practitioner 
literature, it was hard to structure the manifold information resources. In addition, much 
of the information and many of the documents were found on websites of relatively 
unknown consulting companies and individual persons who had dealt with the topic. 
Therefore, one of the major tasks was determining whether the information presented 
could be used. Intense involvement with research gave me a feel for this over time. 
Lessons learned: It is very helpful to start writing, in addition to reading, at an early 
stage; this gives you a much better feeling for your research and enables you to 
anticipate problems that may arise; collect articles for your topic from the moment you 
enter your DBA program; use graphical charts that describe the interrelationship 
between several articles, otherwise it is doubtful you will be able to remember ideas 
from earlier stages. 
How to find the best way to answer your research question(s) was an integral part of the 
methodological approach. At the beginning it was not clear for me whether I should or 
must work qualitatively. quantitatively or in a mixed methods environment. Due to the 
fact that I wanted to evaluate a new model. a qualitative approach seemed to be the 
correct choice. Later on, I found an article from Knackstedt et al. (2009) who wrote 
about a procedure model to evaluate maturity models. They explained that the 
evaluation of a maturity model must follow several consecutive steps and that a mixed 
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methods approach is the best choice. Their scientific approach and a set of 
comprehensible arguments convinced me to take this approach. This is all the more 
appropriate in light of the fact that the mixed methods approach aligns welI with my 
philosophical stance (pragmatist paradigm). Another aspect of this phase was the fact 
that, though everything was clear to me, it was sometimes tough to justify my work in 
discussions with the supervisors and my peer group. 
Lessons learned: Focus on your research problem and how to best answer your 
research question; learn from others who had similar ideas and topics; find a 
methodology that matches your philosophical stance; be aware that it is sometimes 
necessary to rework your methodology due to unexpected issues that may arise during 
your project. 
The data gathering and data analysis varied tremendously as a result of my three-step 
approach (qual, qual, quant). Tragically, before the expert panel started one of the 
experts who had already agreed to participate passed away while on holiday. Less 
dramatic, but nonetheless troublesome was the fact that another expert changed jobs and 
was no longer available to participate in the panel. So right from the start I noticed that 
the chief task in a project such as this is to keep things running smoothly even in light of 
constant setbacks. During the survey, I then noticed that my population was much 
smaller than expected. It was impossible to determine this earlier because the 
framework conditions did not become evident until very late in the process. So I faced 
the challenge of obtaining a high response rate from that small population, a feat only 
made possible through massive effort on my part and a vast amount of support from 
different people. 
Lessons learned: Always think about backups in expert teams; it is always possible to 
find solutions for problems that occur; there is supporting literature for nearly every 
problem; be aware that a mixed methods approach requires skills in quantitative and 
qualitative research. 
The final write up was comparatively easy. At this stage most chapters of the chapters 
had already been written and only needed minor revision. For me this was quite 
satisfying because I was able to see light at the end of the tunnel. Nevertheless, it is still 
challenging to maintain an overview of the hundreds of items that stilI needed to be 
done, especiaIly when one considers that most DBA students only study part time. 
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Conclusion 
The DBA is a very challenging programme that requires tenacity and the ability to go 
beyond one's limits. The experience made a lasting impression on me and helped 
prepare me for any difficult tasks that may lie ahead. Defending the research I had 
planned and learning to accept criticism during meetings with supervisors and peer 
groups were new experiences for me. Today I understand that this was necessary in 
order to adequately consider all of the eventualities that can arise during the course of 
research. Presenting my research topic to large audiences at various conferences showed 
me that there is a practical interest in my work. Beyond this, interesting feedback from 
experts and customers on the MAM3 such as "we applied it to the current state of our 
company and are appalled that there are still some points where we still have much to 
do" or "you can use it to examine the situation. find evidence on how to improve and 
consider whether you wish to pursue this effort" provided the necessary motivation to 
continue the research. 
My supervisors played a very important role in the thesis writing stage. They 
encouraged me to do more and were always able to find the perfect balance between 
constructive criticism and praise, spawning a number of new ideas. They served as 
mentors and helped keep me on track, but ultimately I was responsible for making the 
decisions. The supervisors always had fast, pragmatic ways of resolving problems. 
especially when it came to reacting to things that were beyond my sphere of influence. 
Their support was instrumental in the completion of my DBA. despite the fact that I 
faced many major challenges in my life during the past four years. 
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Appendix 1: Cover letter expert panel 
DearMr.XYZ 
Welcome to my "expert panel" and thank you very much for your willingness to 
participate as an expert in my research project. In the following I would like to inform 
you about the content, the sequence, the current status and the objectives of this project. 
As already indicated, I am developing a maturity model for media asset management 
(Media Asset Management Maturity Model = MAM3). Maturity models are widely 
used in practice and help companies to self-assess their current performance in a 
particular area. In addition, they deliver possible steps for improvement and allow a 
comparison with other companies. 
So far, I have developed a model on the basis of a wide-ranging literature review. To 
ensure a high level of acceptance and practicability, the model is deliberately kept clear 
(to the extent it is based on already existing and accepted maturity models). 
At the moment, the model includes 21 different metrics. In this step, I would like to 
learn from different perspectives (consultants, software vendors, end users) to 
incorporate them into the model. Important suggestions and criticism will be discussed 
in a focus group in the next step. Finally, there will be a survey with end users trying to 
find relationships between the different variables and their impact on performance in the 
areaofMAM. 
All information will be kept strictly confidential and is used only as part of the research 
project. You can reach me any time with any questions at 
I am very pleased about your active participation and 
your answers to the questions via e-mail by 10.01.2011. 
Yours sincerely. 
Stefan Schmitt 
218 
Appendix 2: Handout expert panel 
Media Asset Management Maturity Model (MAM3) 
Executive Summary 
This Media Asset Management Maturity Model (MAM3) helps companies that deal 
with the subject of MAM examine their performance in this area. By completing a self-
assessment based on a compressed worksheet, companies also receive recommendations 
for further steps. The model is not focused on companies in a particular industry, with a 
certain size, etc. In this respect the importance of the individual categories and variables 
is very different. 
Maturity levels 
Similar to many other maturity models, the MAM3 distinguishes five different maturity 
levels. The maturity levels build on one another and complement each other. 
1. Unmanaged: There is no strategy with regard to MAM. Media assets are not 
(yet) understood as a value and are neglected accordingly. Employees act 
completely autonomously (internally and external1y). 
2. Described: The company is aware of the importance of the subject of MAM (at 
least partially). Therefore, important issues and policies are described and 
documented, but so far implemented only to a small degree. 
3. Realised: Key elements in MAM are implemented. Usually an IT system 
(MAMS) supports the core processes in this environment. Systems, processes 
and policies are not regularly monitored and organised or developed in a 
meaningful way. Initial interfaces to other IT systems exist. 
4. Scrutinised: The significance of MAM and the contribution to business success 
are identified and are constantly scrutinised in order to initiate further 
improvement steps (e.g. connecting to other systems, access rights for ever 
larger group of users). 
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5. Optimiscd: MAM is an important and central issue in the company. 
Correspondingly high is the weighting and the top management support. There 
is a clear long-term MAM strategy that involves all stakeholders in a process 
(internal and external), Regular and comprehensive controlling and specialised 
HR services are established. 
Categories 
The categories considered are DatalMedia assets, Management, People, Processes and 
Technology. These emerged from the literature on BPM, ECM and MAM, and the 
evaluation of other existing and accepted maturity models. 
Variables 
This MAM3 contains 21 different variables that were associated with the 
aforementioned categories. The number of variables was chosen so that it would be 
possible to assess the topic in detail on the one hand, while ensuring complexity remains 
low on the other. The following table provides an overview of the variables in the 
model described by them and the key issues. 
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Key questions: Explain what is to be determined by the individual variables. 
Variable Core question 
Are the available media assets in the company simply applicable (findable, 
Applicability accessible )? 
Convergence 
Are the company's communications convergent, i.e. is it ensured that 
communication i<; consistent across all channels (Cl/CD)? 
Master data management 
Are media assets guaranteed to be stored in a consistent manner, free of 
redundancies. and are there documented relationships (version. context)? 
Metadata Are aD media assets cleanly and reliably indexed? 
Flexibility Is MAM used to become better and faster and to respond to changing 
conditions? 
Innovation Does MAM make a contribution to the innovative capacity of the company, 
e.g. does it ensure that new services and business models are sUTlPorted? 
Governance Are there clear guidelines for aD users to use the media assets? 
Controlling Are MAM activities checked regularly and are there defined metrics and 
analysis (tools)? 
User circle Is there a defmed group of users for the company's existing media assets? 
Skills Are employees familiar with the goals of MAM, do they know the importance and contribution to business success? 
Collaboration Is MAM used specifically to work together, ideally internally + externally? 
U sefulnesslU sability Is usefulness/usability of media asset management regularly reviewed and 
are there appropriate measures to improve? 
Consistency / Are processes standardised, documented. repeatable and clean? Repeatability 
Methods Are processes weD defmed and modelled, including the involvement of 
external business partners? 
Automation Are repetitive processes automated and handled as effectively and 
efficiently as possible? 
Sustainable improvement Are processes examined periodically to find possibilities for improvement? 
Workflow support Are potential workflow support possibilities (e.g. release scenarios) by 
MAM actively sought and promoted? 
Centralised acess 
Supports a system centralised access to aD necessary media assets 24x7, 
worldwide? Accordingly. are there extensive rights and security concepts? 
Integration in other Are media assets delivered to aU adjacent systems in the required format as 
systems weD? 
Strategic alignment Are MAM and company policies coordinated directly with one another? 
System quality Is the MAMS developed/enhanced on a regular basis? Is there a continuous improvement process? 
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Overview. The model consists of 21 variables, each with five levels of maturity = 110 
fi elds. 
Unmmwgrd I Described I rleuliSfd I Scnlllnlsed I Oplitn/se tl 
Applieabilily Maturity level achieved 
.... 
!i 
, 
~ 
.. 
. 5 
COn\'f Ilte nC't 
~ ~ ~ 
.. M :IS tu dllta ~ Q management 
Meladula ~ 
~ 
0 
~lfXibilily 
.0 
;: Innovalion .~ .. ~ e 
.. ~ et !! Governllfl('e ~ .. ~ 
S 
COlltn,lIing 
C) 
Use r circle ~ 
C) 
~ 
Skills ~ 
.. (/:; 
"5. 
£ C'd 
!Collabornlion 
Cl.) 
S 
U •• fulfl(' s.1 0 Usability 
..j...I 
Co lIS Is te ncyl "'d 
Re p"Qtnhilily Cl.) (/:; 
~ 
Methods (/:; ~ 
~ C) 
~ ~ 
et Automalion ~ 
.~ 
Sus lJ.iJUlblc ~ 
Improvement ;;> 
"'d 
Workn" ,,· ~ support C'd 
(/:; 
Centralised Q.) 
access 
'C ~ 
.i 0 
~ Integmtion in bJJ 
'" ... othe r systems Cl.) ~ 
Slrategic ~ 
allgnnle nt U 
" 
System qualilY 
222 
The MAM3 (located in the appendix again as a 2-page PDF fo r better readabili ty). 
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The practical use. Companies mark their cunent status (one mark per variablelline) 
and obtain information on poss ible vulnerabilitie and recommendation. for action . 
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Appendix 3: Questions expert panel 
Media Asset Management Maturity Model (MAM3) 
Issues in the context of the expert panel 
Please answer the following questions via e-mail by 1110/2011 
Important: Please explain and justify your answers in detail in each case. 
Thank )'OU very much! 
1. Is the model in its entirety understandable and well-arranged? 
2. Are the categories well chosen, or is there a category missing? 
3. Are the major variables required to assess the categories included? 
4. Do you think that the maturity levels are chosen in a reasonable and 
understandable way? 
5. Are the descriptions in the matrix for every variablellevel correct and sensible? 
6. Is the model able to measure the current status of media asset management? 
7. Does the model give an appraisal of how far companies are removed from best 
practice standards? 
8. Does the model enable companies to compare themselves with other companies? 
9. Is there enough information to show companies how to reach the benchmark? 
10. Are there clear criteria for measurement? 
11. Does the model deliver expressive and unambiguous results? 
] 2. Is the model adaptable for different organisations? 
13. Is the model purpose oriented? 
] 4. Do you think that the model can achieve broad practical application and 
acceptance? 
15. Please give information about other relevant topics from your point of view. 
Thank you for your support. 
Yours sincerely. Stefan Schmitt 
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Appendix 4: Cover letter expert interview (triangulation) 
Dear Mr. XYZ, 
Thank you for agreeing to participate in this interview. I would like to conduct the 
interview via Skype and will record it. 
I trust that this is acceptable to you? Please send me an appointment for the call which 
suits you best. 
All information produced during the interview will be kept strictly confidential and used 
only as part of the research project. It would be ideal if we could conduct the interview 
this week or next. Time required: about 1 -1.5 hours. 
In the appendix you will find the analysis of the first round (expert panel) and the 
revised model. 
Thank you very much. 
Kind regards, 
Stefan Schmitt 
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Appendix 5: Handout expert interview (triangulation) 
The handout consisted of the entire expert panel analysis (chapter 5 of this thesis) 
including the tables featuring criticism and praise (table 34) and the detailed discussion 
of the different variables (table 35). Furthermore, the expert was equipped with the 
initial and revised MAM3 (tables 25-29 and 36). 
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Appendix 6: Interview guide expert interview (triangulation) 
• Are you interested in participating in this study/interview? 
• Do you understand what the research is all about? 
• Do you agree to me using the data from this interview for my research project? 
• Do you agree to having this interview recorded and later transcribed for the data 
analysis? 
• Do you have ideas on how to make such a model even more understandable and 
wel1-arranged? 
• Two experts said that the complexity is sometimes too low. Do you understand 
this and what is your opinion about it? 
• To sum up, most experts thought the most relevant categories were 
covered ... what is your estimation of this? 
• Regarding the levels, it was argued that the borderline between levels 4 and 5 is 
sometimes difficult and not always desirable for everyone. What's your opinion 
of this? 
• Do you agree that the model helps companies to see how far they are away from 
a best practices standard and gives advice on how to improve? Why? 
• What do you think about the possibility to compare companies with others on 
the basis of this model... because individual structures and processes are not 
taken into account? 
• What is your opinion about acceptance, e.g. that companies are willing to use 
these types of models because they will profit from them? 
• What do you think about the changes made in measure/variable convergence? 
• What is your opinion about the borderline between MDM and metadata now, 
and the revised wording used here? 
• Can you please look at the changes in variable governance and tell me your 
ideas on them? 
• What is your opinion about the repositioning of strategic alignment under the 
category management instead of using it as a measure for technology? 
• The next category was renamed from people into user, as this is much clearer 
and even in the management category there are people involved. Your opinion? 
• As usefulness and usability are two different things, this variable was split into 
two separate variables. Any comments? 
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• There was criticism about the wording of the level described of the variable 
methods. The original wording was "awareness of appreciation of methods". 
This was not clear enough. I've changed it to "company is aware of methods and 
their benefit for MAM". Please share your thoughts about this with me. 
• What is your opinion about the change of the al1ocation of the variables 
automation and workflow support? 
• The wording of the different levels of the variable sustainable improvement was 
enlarged to cover not only the investigation but also the implementation ... What 
is your feedback on this? 
• Centralised access was a bit misleading. What is your opinion about the new 
name of the variable which is now centralised database? 
• What is your overall feedback about the changes made in the MAM3? 
• How would you package the model when you send it out to customers? 
• Which further suggestions do you have? 
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Appendix 7: Cover letter survey 
Dear ladies and gentlemen, 
Thank you for agreeing to participate in this survey. 
The survey is part of my research project at the University of Surrey (UK). Please 
complete the enclosed questionnaire carefully. If you have any questions, please don't 
hesitate to contact me. You can reach me at any time on or via 
Together with the questionnaire you will receive a description of the research project. 
This handout explains the background, the methods and the objectives of the research. 
Please read this description carefully before fi11ing out the questionnaire. Your data wi]) 
be kept strictly confidential and only used in the thesis in anonymous form. 
Thank you in advance for your participation. 
Best regards, 
Stefan Schmitt 
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Appendix 8: Handout survey 
The survey handout was the same as the handout for the expert panel (appendix 2). It 
was only adjusted due to the fact that the model was revised slightly in the meantime 
and now contained 22 instead of 21 variables/measures. The content, the description, 
the look and the visualisation were exactly the same. 
231 
Appendix 9: Questionnaire (survey) 
Welcome! 
This sUlVey determines the maturity level of your media asset management. 
Answering the following questions will take approximately 20 minures. 
Please answer the questions In the worksheets J-3. 
_ Warksheet 1 contains general questions about company, pasition, etc. (Please do in writing) 
_ Worksheet 2 determines the maturity level of your media asset management (please mark one level per variable In calor) 
_ Workshee t 3 con rains questions about performance (Please answer each of the 5 questions with colored marking) 
The data collected will be kept strictly confidential. 
Thank you for your participation I 
Sincerely, Stefan Schmitt 
This .survty is coflduct~d by: srt/on Schmin 
Company 
Position liS p~r busin6S Cird or similar d~rlptlon) 
Since when It k prrformed (DD: MM: YYYY) 
Number of rmpjoyers 
Number of mlltWl&rd mrdla ._Is (approximate) 
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1 Media Asset Management helps us to sav'" lot oHlme 5 
2 Med.a Asset Management helps us to save. lot of money 5 
3 Our external quality Is very high because of our media uset management 5 
4 Our Internal quality Is very high becau .. of our media asset managempnt 5 
5 Medi. Asset Managem,,"t enables an extremely high flexibility of our labor s 
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Appendix 10: SPSS print outs 
GET 
FILE='C:\Users\Stefan Schmitt\Desktop\SPSS_DBA\Mastcrdaten.sav'. 
DAT ASET NAME DataSet 1 WINDOW=FRONT. 
RELIABILITY 
N ARIABLES=Applicability Convergence Mastcrdatamanagcmcnt Mctadata 
ISCALE(,ALL VARIABLES') ALL 
/MODEL=ALPHA. 
Reliability 
[DataSet)] C:\Users\Stefan Schmiu\Desktop\SPSS_DBA \Masterdatcn.sav 
Scale: ALL VARIABLES 
>ase rocessmg , ummarv c p S 
N % 
Cases Valid 18 
Excluded" 0 
Total IS 
a. Listwise deletion based on all variables in the 
procedure. 
Rellabilitv Statistics , 
Cronhach's Alpha N of Items 
.774 4 
100.0 
.0 
100.0 
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RELIABILITY 
N ARIABLES=F1cxibility Innovation Governance StrategicAlignmcnt Controlling 
ISCALE(,ALL VARIABLES') ALL 
/MODEL=ALPHA. 
Reliability 
[DataSet 1] C:\Users\Stcfan Schmitt\Dcsktop\SPSS_DBA \Mastcrdatcn.sav 
Scale: ALL VARIABLES 
s Case Processmg . ummary 
N % 
Cases Valid 18 100.0 
Excluded" 0 .0 
Total 18 100.0 
a. Listwise deletion based on all variables in the procedure . 
. hlli S .. Rl'!Ja tv • t.ahstlcs 
Cronhach's Alpha N of Ttems 
.566 5 
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RELIABILITY 
N ARIABLES=Usercircle Skills Collaboration Usefulness Usability 
ISCALE(,ALL VARIABLES') ALL 
/MODEL=ALPHA. 
Reliability 
[DataSet I] C:\Users\Stefan Schmiu\Desktop\SPSS_DBA \Mastcrdatcn.sav 
Scale: ALL VARIABLES 
ase roccssln~. ummarv C P S 
N % 
Cases Valid 18 100.0 
Excluded" 0 .0 
Total tf! 100.0 
a. Listwise deletion based on all variahles in the procedure. 
Rl'Iillhilitv Stutlstics 
C'rnnhach's Alpha N ofTlems 
.757 5 
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RELIABILITY 
N ARIABLES=ConsistcncyRcpcatability Methods Worknow~upport Sustainahlcimprovemcnt 
/SCALE('ALL VARIABLES') ALL 
/MODEL=ALPHA. 
Reliability 
[DataSct I] C:\Uscrs\Stefan Schmiu\Dcsktop\SPSS_DBA \Masterdaten.sav 
Scale: ALL VARIABLES 
s Case PrOl'essmg , ummarv 
N % 
Cases Valid 18 100.0 
Excluded" 0 .0 
Total 18 100.0 
a. Listwise deletion based on all variables in the procedure. 
Rl'Iiahilltv Statistics 
Cronhach's Alpha N of Items 
.R02 4 
238 
RELIABILITY 
N ARIABLES=Automation CcntralisedDatahase Integrationinothcrsystems SystemQuality 
ISCALECALL VARIABLES') ALL 
IMODEL=ALPHA. 
Reliability 
[DataSct I] C:\Uscrs\Stefan Schmitt\Desktop\SPSS_DBA \Mastcrdaten.sav 
Scale: ALL VARIABLES 
,ase rocessme, ummary c p S 
N % 
Cases Valid )8 100.0 
Excluded" 0 .0 
Total 18 100.0 
a. Listwise deletion based on all variables in the procedure. 
Reliahilitv Statistics 
Cronhach's Alpha N ofTlems 
.821 4 
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RELIABILITY 
N ARIABLES=Performance_ Time Performance_Cost Pcrformancc_I ntcrnalquali ty 
Pcrformance_Externalquality Performance_Flexihility 
ISCALECALL VARIABLES') ALL 
/MODEL=ALPHA. 
Reliability 
[DataSet 1] C:\Users\Stefan Schmiu\Dcsktop\sPSS_DBA \Mastcrdaten.sav 
Scale: ALL VARIABLES 
"ase rOCl'ssmg , ummllry c p S 
N % 
Cases Valid 18 100.0 
Excluded" 0 .0 
Total III 100.0 
a. Listwise deletion based on all variables in the procedure. 
Rl'lillhilitv Statistks 
Cronhach's Alpha N of Items 
.753 5 
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FREQUENCIES V ARIABLES=Function 
/ORDER=ANAL YSIS. 
Frequencies 
[DataSct I] C:\Users\Stcfan Schmiu\Dcsktop\SPSS_DBA \Mastcrdatcn.sav 
Statistics 
Function 
IN 
Valid 
': I Missin~ 
«'un('till" 
FreQllem~ Per cent Valid rer cent 
Valid Project Manager 8 44.4 44.4 
Key User 3 16.7 16.7 
IT Manager 6 33.3 33.3 
Other 1 5.6 5.6 
Total 18 100.0 100.0 
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Cumulative rer cent 
44.4 
61.1 
94.4 
)00.0 
FREQUENCIES V ARIABLES=Function_Duration 
/ORDER=ANAL YSIS. 
Frequencies 
[DataSetl] C:\Users\Stefan Schmiu\Desktop\SPSS_DBA \Mastcrdatcn.sav 
Statistics 
Function Ouration 
N Valid 
Missing 
Valid >= 2 years 
Missing System 
Total 
16 
2 
Function Duration 
Frequency Percent 
16 88.9 
2 IU 
IR 100.0 
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Valid per cl.'nt 
100.0 
Cumulutive per cent 
100.0 
FREQUENCIES V ARIABLES=Industry_typc 
/ORDER=ANAL YSIS. 
Frequencies 
[DataSct 1] C:\Users\Stefan Schmiu\Desklop\SPSS_DRA \Mastcrdatcn.sav 
Statistics 
[ndustry_ tvpe 
N Valid 
Missing 
Valid MedialOnline 
FMCG 
Industry 
Wholesale 
Other 
Total 
18 
o 
FreQuencv 
'd t t n us ry vpe 
Per cent Valid per cent 
4 22.2 22.2 
8 44.4 44.4 
4 22.2 22.2 
1 5.6 5.6 
1 5.6 5.6 
1& 100.0 100.0 
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Cumulative per cent 
22.2 
66.7 
88.9 
94.4 
100.0 
FREQUENCIES V ARIABLES=Emp!oyecs 
/ORDER=ANAL YSIS. 
Frequencies 
[DalaSell] C:\Users\Stefan Schmiu\Dcsklop\SPSS_DBA \Mastcrdatcn.sav 
Employees 
N 
Valid 
Statistics 
Valid 
Missing 
<100 
>100 < 1000 
> 1000 < 10000 
>10000 
Total 
18 
o 
Frequency 
E .mplovecs 
Per cent Valid per cent 
3 16.7 16.7 
.5 27.8 27.8 
6 33.3 33.3 
4 22.2 22.2 
18 100.0 100.0 
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Cumulative per cent 
16.7 
44.4 
77.8 
100.0 
DESCRIPTIVES V ARIABLES=Media_storcd System_use 
ISTATISTICS=MEAN STDDEV MIN MAX. 
Descriptives 
[Data Set I ] C:\Users\Stefan Schmitt\Desktop\SPSS_DBA\Masterdatcn.sav 
o . t' SI' esrrlpllve. tut sties 
N Minimum Maximum Mean 
Media_stored 14 1 1200 270.79 
System_ use 18 1 11 5.22 
Valid N (listwise) 14 
245 
Std. Deviation 
431.340 
2.881 
DESCRIPTIVES VARIABLES=ApplicahiJity Convergence Masterdatamanagement Metadata Flexihility 
Innovation Governance StrategicAlignmcnt Controlling UscrcircJc Skills Collahoration Usefulness 
Usahility ConsistencyRcpcatability Methods Workflowsupport 
Sustainablcimprovemcnt Automation CcntraliscdDatabase Intcgrationinothcrsystems SystcmQualily 
1ST ATISTICS=MEAN STDDEV MIN MAX. 
Descriptives 
[DataSet I] C:\Users\Stefan Schmiu\Desklop\SPSS_DBA \Masterdaten.sav 
l'scriptive Statistics 
N Minimum Maximum Mean Std. Deviation 
Applicability 18 2 5 3.17 1.249 
Convergence 18 1 5 3.39 1.092 
Master data management 18 I 4 2.83 1.098 
Metadata 18 2 4 3.00 .767 
Flexibility 18 1 5 2.94 1.056 
Innovation 18 1 5 2.61 1.290 
Governance 18 1 3 2.39 .608 
Strategic alignment 18 1 4 2.33 1.138 
Controlling 18 1 4 1.78 1.060 
User circle 18 2 5 3.56 1.042 
Skills 18 1 4 2.39 .778 
Collaboration 18 I 5 2.78 1.592 
Usefulness 18 2 4 2.72 .752 
Usability 18 2 5 3.06 1.056 
ConsistencylRepeatability 18 1 5 2.67 1.237 
Methods 18 1 5 2.44 
1.149 
WorkOow support 18 1 5 2.89 1.183 
Sustainable improvement 18 1 5 2.78 
.943 
Automation 18 1 4 2.39 
.916 
Centralised database 18 1 5 3.72 
1.227 
Integration in other systems 18 1 5 2.94 1.392 
System quality 18 1 5 2.61 
].461 
Valid N (Iistwise) 18 
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DESCRIPTIVES VARIABLES=Mean_Data Mean_Management Mean_User Mean_Processes 
Mcan_ Technology Mean_Maturity _total 
/STATISTICS=MEAN STDDEV MIN MAX. 
Descriptives 
[DataSet 1] C:\Users\Stefan Schmitt\Desktop\SPSS_DBA \Mastcrdaten.sav 
Jk 1 is' i 'scrlpt ve , tnhst cs 
N Minimum Maximum Mean 
Mean_Data 18 1.50 4.50 3.0972 
Mean_Management 18 1.2 3.8 2.411 
Mean_User 18 1.8 4.2 2.900 
Mean_Processes 18 1.25 4.50 2.6944 
Mean_Technology 18 1.25 4.75 2.9167 
Mean_Maturity _total 18 1.6363636 4.1818180 2.790404050 
Valid N (Jistwisc) 18 
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Std. Ocviation 
.82310 
.6379 
.7738 
.89753 
1.02182 
.6991798003 
DESCRIPTIVES VARIABLES=Performance_ Time Performance_Cost Pcrformancc_Internalquality 
Performance_External quality Performance_Flexibility Mcan_Perfomlancc 
1ST A TISTICS=MEAN STDDEV MIN MAX. 
Descriptives 
[DataSet 1] C:\Users\Stefan Schmitt\Desktop\SPSS_DBA \Masterdaten.sav 
n S· . cscr!l!tlVe, tll"stll'S 
N Minimum Maximum Mean Std. Deviation 
Performance_Time 18 3 5 4.11 .676 
Performance_Cost IS 2 5 3.83 .857 
Performance_Internal quality 18 1 5 3.5 .924 
Performance_External quality 18 2 5 3.89 .832 
Performance_Flexi bi I i ty 18 3 5 3.94 .725 
Mean_Performance IS 2.6 5 3.S56 .5731 
Valid N (listwise) 18 
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NONPARCORR 
N ARIABLES=Mcan_Pcrformance Mean_Data Mean_Management Mean_User Mean_Processes 
Mean_Technology 
IPRINT=SPEARMAN TWOT AIL NOSIG 
IMISSING=PAIRWISE. 
Nonparametric Correlations 
[DataSetl] C;\Users\Stefan Schmitt\Dcsktop\SPSS_DBA \Mastcrdatcn.sav 
Correlatlona 
Mtlan_ Mtlan_ Mtlan_ 
Performance Data Management 
Spearman's rho Mean_Performance Correlation 1.000 ,636 ,t46 
Coefficient 
Sig. (2-tailed) .005 .564 
N 18 18 18 
Mean_Data Correlation .636 1.000 .551 
Coefficient 
Sig. (2-talled) .005 .018 
N 18 18 18 
Mean_Management Correlation .146 .5St 1.000 
Coefficient 
Sig. (2-talled) .564 .018 
N 18 18 18 
Mean_User Correlation .477 .758 .575 
Coefficient 
Sig. (2-tailed) .046 .000 .013 
N 18 18 18 
Mean_Proces ses Correlation .572 .757 .540 
Coefficient 
Sig, (2-tailed) ,013 .000 .021 
N 18 18 18 
Mean_Technology Correlation .667 .748 .502 
Coefficient 
Sig. (2-tailed) .002 .000 .034 
N 18 18 18 
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Mtlan_ Mtlan_ Mtlan_ 
User Processes Technology 
,477 ,572 .667 
.046 .013 .002 
18 18 18 
.758 .757 .748 
.000 .000 .000 
18 18 18 
.575 .540 .502 
.013 .021 .034 
18 18 18 
1.000 .733 .685 
.001 .002 
18 18 18 
.733 1.000 .791 
.001 .000 
18 18 18 
.685 .791 1.000 
.002 .000 
18 18 18 
NONPARCORR 
N ARIABLES=Mean_MaturitY_Iolal Mean_Performance 
IPRINT=SPEARMAN TWOT AIL NOSIG 
IMISSING=PAJRWISE. 
Nonparametric Correlations 
[DalaSet)] C:\Uscrs\Stcfan Schmiu\Dcsktop\SPSS_DBA \Mastcrdaten.sav 
Correlations 
Mcan_Mllfuriry_ 
total 
Spearman's rho Mean_Maturity_total Correlation 1.000 
Coefficient 
Sig. (2-tailed) 
N 111 
Mean_Performance Correlation .596" 
Coefficient 
Sig. (2-tailcd) .009 
N 111 
U. Correlation is significant at the 0.01 level (2-tailed). 
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Mean __ Performance 
.59()·· 
.009 
18 
1.000 
18 
GET 
FILr~'C:\Users\Stefan Schmiu\Desktop\SPSS_DBA \Mastcrdalcn.sav'. 
DATA SET NAME DataSctl WINDOW=FRONT. 
EXAMINE VARIABLES=Applicability Convergence Mastcrdatamanagement Metndata Flexihility 
Innovation Governance StrategicAlignment Controlling Uscrcirclc Skills Collahoration Usefulness 
Usahility ConsistencyRepeatability Methods Workllowsupport 
Sustainableimprovement Automation CentraliscdDatahase Integrationinothersystcms SystcmQuality 
/PLOT NPPLOT 
1ST A TISTICS NONE 
ICINTERV AL 95 
/MISSING LISTWISE 
/NOTOTAL. 
Explore 
[DntaSet 1] C:\Users\Stefan Schmitt\Dcsktop\SPSS_DBA\Mastcrdaten.sav 
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,ase rocess nj! • ummnrv C P S 
Cases 
Valid Missing Total 
N Percent N Per cent N Percent 
Applicability 18 100.0% 0 .0% 18 100.0% 
Convergence 18 100.0% 0 .0% 18 100.0% 
Master data management 18 100.0% 0 .0% )8 )00.0% 
Metadata )8 100.0% 0 .0% 18 100.0% 
Flexihility )8 100.0% 0 .0% )8 100.0% 
Innovation )8 )00.0% 0 .0% )8 )00.0% 
Governance 18 100.0% 0 .0% 18 100.0% 
Strategic Alignment 18 100.0% 0 .0% 18 100.0% 
Controlling 18 100.0% 0 .0% 18 100.0% 
User circle 18 100.0% 0 .0% 18 100.0% 
Skills 18 100.0% 0 .0% 18 100.0% 
Collahoration 18 100.0% 0 .0% 18 100.0% 
Uscfulness 18 100.0% 0 .0% )8 )00.0% 
UI>ahility 18 100.0% 0 .0% )8 100.0% 
Consistencyl Repealahility 18 100.0% 0 .0% 18 100.0% 
Methods 18 100.0% 0 .0% 18 100.0% 
Worknow support 18 100.0% 0 .0% 18 100.0% 
Sustainahle improvement 18 100.0% 0 .0% 18 100.0% 
Automation 18 100.0% 0 .0% 18 
100.0% 
Centralised Datahase 18 100.0% 0 .0% 18 100.0% 
Intcgration in other systems 18 100.0% 0 .0% 18 100.0% 
Sv~tem Qualitv IR 100.0% 0 .0% 18 100.0% 
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Tl'~ts (If Nllrmali1v , , 
Kol mogorov-S mi rnov· Shapiro-Wilk 
Statistic df Si!!. SUlIistic df Si)!. 
Applicahility .269 18 .001 .795 18 .001 
Convergence .195 18 .070 .916 18 .110 
Master data management .245 18 .006 .833 18 .005 
Metadata .222 18 .019 .818 18 .003 
Flexibility .203 18 .047 .914 18 .101 
Innovation .174 18 .156 .896 18 .048 
Governance .294 18 .000 .752 18 .000 
Strategic Alignment .332 18 .000 .758 18 .O<x) 
Controlling .380 18 .000 .706 18 .O<x) 
User circle .314 18 .(){X) .816 18 .0<)3 
Skills .247 18 .005 .868 18 .016 
Collahoration .196 18 .065 .833 18 .005 
Usefulness .276 18 .001 .788 18 .001 
Usahility .230 18 .013 .844 18 .007 
Consistencyl Repeatahility .162 18 .200· .914 18 .100 
Methods .206 18 .042 .907 18 .077 
Worktlow support .274 18 .001 .872 18 .019 
Sustainahle improvement .240 18 .007 .896 18 .049 
Automation .220 18 .021 .891 18 .040 
Centralised Datahase .201 18 .054 .878 18 .024 
Integration in other systems .206 18 .041 .887 18 .034 
System Quality .254 18 .003 .816 18 .003 
a. Lilliefors Significance Correction 
*. This is a lower boundary of the true significance. 
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